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1 Introduction 
Image management and the process of creating a public identity have become 
increasingly important parts of the corporate toolset during the 21st century. During 
the era of fast information exchange and increasing awareness of environmental and 
social impacts that the private sector companies have in the world, successful image 
management strategies have become a key factor in the survival of companies. As 
image management has gained gravity, many business communication genres have 
moved towards the realm of public discourse in order to serve this strategic shift 
(Beattie, Dhanani and Jones, 2008). This same move concerns corporate annual 
reports: corporate social responsibility reporting, CSR, has become a standard 
addition to annual reports, expanding the narrative subgenres (Ditlevsen, 2006, 2012) 
of the report, and in some cases becoming a subgenre by its own right. With 
increasing media coverage of corporate impact on the social and environmental 
surroundings of its operations (Domenec, 2012; Pollach, 2014), CSR has also 
become part of the toolset that corporations use to manage, create, and sustain their 
corporate image in the eye of the public.  
Like all human communication, corporate image management and image 
creation can be examined through cognitive modelling. Viewed in such terms, the 
image management of annual reports can be deconstructed as a process of the 
recipient of the message, the reader, decoding the linguistic material, and 
constructing a conceptual model of the sender of the message, the company, based on 
the linguistic and semantic information the company provides him or her. From 
synthetic cognition studies, we know a large degree of this process is not conscious, 
but rather a semi-automated neural response linking lexical, semantic, and 
orthographic information to their conceptual counterparts (Pulvermüller, 2013a). 
This study aims to explore new linguistic ground, by mapping the concepts 
the company Stora Enso blends with the concept of their company. These concepts 
are the cognitive representations formed by the semantic choices of the annual 
reports. In other words, this study focuses on how the company writes about itself, 
and how that governs the conceptual representation and thus ultimately the opinions 
of the company. By adopting a lexico-conceptual view of the language, linguistic 
material can be processed holistically and flexibly, and phenomena usually hidden by 
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semantic variation can be observed. One example of such a phenomenon is the role 
of the company as an environmental protector, which is consistently present in the 
data of this study, but on linguistic level realised by various different structures, such 
as we establish our tree plantations on lands with low biodiversity value, we do not 
convert natural forests or protected areas into plantations, or Stora Enso protects 
high conservation value grasslands. 
The focus of this study is narrowed to the structures overtly characterising 
the company, and how themes of CSR, corporate social responsibility, feature in the 
conceptual blends. These overtly characterising structures are defined in this study as 
those structures which have company referential word, STORA ENSO, WE, or THE 
COMPANY, as the subject, followed by the verb denoting the action or state of the 
subject1. Furthermore, these structures are nearly all agentive, and thus the findings 
reflect active image creation, with the company positioned as an agent in a specific 
role, as well as the main focus of the conceptual construction, instead of an 
experiencer and an object. In order to find these relevant structures, this study applies 
a corpus linguistic methodology with a small scale specialised diachronic self-
compiled corpus of around 700,000 words, encompassing the annual reports from the 
earliest year provided on the company website, 1999, to the latest one provided at the 
time this project was started, 2014. 
Based on the earlier work on the purposes of annual reports and the 
motivation behind CSR reporting and communication (Cho, Michelon, Patten and 
Roberts, 2015; Dainelli, Bini and Giunta, 2013; Domenec, 2012; Ditlevsen, 2006; 
Fraj-Andrés, López-Pérez, Melero-Polo and Vázquez-Carrasco, 2012), two things 
can be assumed: First of all, the amount of overtly CSR related concepts increases 
with time. Secondly, the company aims to blend generally positive concepts with the 
concept of the company, while also communicating a position of financial success 
and stability. While this particular focus tells by no means the entire story of image 
management, since it ignores large portions of the numerical data and multimodal 
elements, it is sufficient to test the new analytical approach and helps to shed light on 
one part of conceptual image management and identity creation. Furthermore, the 
emphasis on narrative portions of the annual reports during past decade implies they 
are seen by the companies as an increasingly important part of that process.  
                                                 
1
 As defined by the Longman grammar (Biber, Conrad and Leech, 2011) 
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This paper is divided into seven different chapters. Chapter two offers a 
summary of the neurological and behavioural studies behind the synthetic 
framework, called lexico-conceptual model, assumed by this study, as well as 
outlines what the framework in question entails. In addition, section two contains 
genre-related annual report studies relevant for the analysis of the data.  
Chapter three gives an account of the data of the analysis, 700,000 word 
corpus compiled from the Stora Enso annual reports, which together cover a time 
span of 15 years. Chapter four offers a full recounting of the methodology of this 
study. It covers technical issues from text conversion to search line formulation, as 
well as provides examples of semantic and conceptual tagging carried out at the early 
stages of the analysis process.  
Finally, the results of the analysis are presented and discussed in chapters 
five and six, respectively. Section seven offers a short summary of the study, as well 
as implications for future research. In addition, the appendix contains information of 
the annual report modules, full list of all conceptual tags used and the stereotypical 
semantic realisations of the concept in the data, and example pictures of the layout 
design of the four different trends observed within the corpus materials. 
2 Background 
This chapter provides a summary of the most important theoretical frameworks and 
evidence for the framework adopted in the study, which is lexico-conceptual 
modelling. The model assumes a link between semantic content of the words and 
concepts, in which the former affects the organisation of the latter in the language 
comprehension and production processes. The framework helps to uncover 
consistent image representation models in the data, and offers an explanatory theory 
for understanding why discourse choices on semantic level are effective in 
controlling how the recipient understand the message. In addition, this chapter 
outlines the key studies in defining annual report as a genre, as well as includes a 
brief discussion of self-compiled corpora and the specific problems and advantages it 
yields as a methodological approach.  
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2.1 Lexico-Conceptual Approach 
For the purposes of this study, the term “lexico-conceptual” can be defined as the 
relation between word content, semantics, and conceptual information. Concepts are 
in this study defined after Eysenck (2012), as mental representations of different 
entities, with different hierarchical levels. The concepts identified and referred to in 
this study are basic-level concepts, and are treated as culturally shared and somewhat 
stable, instead of subjective and context-bound (Barsalou, 2003; 2008) in order to 
enable researchability and comparability of the lexico-conceptual material. 
Furthermore, this study assumes what may be called a strong hypothesis of 
conceptuality; assumption that all of conscious human cognitive activity is 
conceptual, and linguistic phenomena is merely one manifestation of the said activity 
practiced for the purpose of communication. 
While there have been multiple attempts to link lexical, or semantic, 
information content to the conceptual cognitive processing of humans, it has to be 
acknowledged there is still no exhaustive theory that would have reached consensus 
within the field of cognitive science, linguistics, or the cross-disciplinary approaches. 
There is plenty of neural and performance evidence of a link existing (e.g. Baldo, 
Paulraj, Curran and Dronkers, 2015; Fagan, Pisoni, Horn and Dillon, 2007; 
Pulvermüller, 2002; 2005; 2013a; 2013b; Thibodeau and Boroditsky, 2013), both by 
proxy and immediate in nature, but the specifics of the more finely tuned human 
cognitive activity are still largely unknown. While acknowledging this theoretical 
shortcoming, this section summarises the chosen neurological, cognitive, and cross-
disciplinary theories and studies behind the lexico-conceptual model, which is the 
main framework assumed in this study. 
2.1.1 Neurological Semantics - Holistic Processing 
Within the past decade, as the technology available to neuroscientists and cognitive 
modellers for neural imaging has become increasingly sophisticated, there has been a 
steady increase in interest towards human semantic understanding. Earlier 
behavioural studies have confirmed among other findings neural connections of 
semantic information, which is reflected in faster processing speed and co-activation 
of semantically connected units, or in other words, semantic priming (e.g. Lavigne et 
al., 2012; Ray, 2008; Sass, Krach, Sachs and Kircher, 2009; Tivarus et al., 2006). 
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There has also been successful neural networking projects, in which a trained 
network has been able to "learn" flexibly object recognition on both categorical and 
feature level (Ursino, Cuppini and Magosso, 2015). Thus there is an increasing body 
of evidence of the importance of semantic information and processing for human 
thought processes. However, it must be kept in mind that much of these neural 
studies do not directly model or measure the rise of meaning from semantic 
recognition, which is an integral part of human linguistic behaviour.  
This is not to say there is no work at all linking the neural measuring 
methodologies with linguistics. The pioneer work carried out by Pulvermüller 
synthesises symbolic meaning theories and neural imaging methodologies, resulting 
in a holistic view of human information processing. For example, Pulvermüller 
(2000, p. 100) outlines a semantically directed neural activation model, which 
explains some of the efficiency of human information processing: "The results [...] 
indicate that aspects of the meaning of words are reflected in the topography of brain 
activation". This finding means that semantic information of units is not something 
added late to the word and sentence recognition and understanding processing, but 
that it occurs very early in the neural process, affecting the subsequent processing by 
e.g. narrowing down possible further activation patterns. The phenomenon is likely 
one of the factors behind linguistic phenomena such as collocations, where both the 
semantic content and the frequency of the specific structure guide people 
unconsciously in the use of the collocation. 
In addition, Pulvermüller presents a neurally verified link between action 
planning on neural level and the semantic content of action and action related 
semantic units, which are integral for the understanding of the words in question: 
Tool words, for example, relate to actions for which the tools are made, and words 
that denote internal states, such as ‘pain’ or ‘disgust’, can be understood only 
because both speaker and listener can relate them to similar motor programs that 
are, by genetic endowment, associated with the expression of pain or disgust. 
Understanding language means relating language to one’s own actions, possibly 
because the automatic and extremely rapid linkage of sensory and motor 
information in our brains benefits comprehension and learning processes. (p. 581) 
The rapid integration of sensory, motor, and other types of information 
verified by various neurological studies suggests a cognitive mechanism that 
automatically draws in and synthesises the information. This mechanism is likely 
either related to concepts, or it may even be that concepts are this integration 
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mechanism. In either case, the neurological evidence can be seen to support a 
mechanism, "one step beyond" semantic information content in human cognitive 
processing. The point of view assumed in this study is that concepts play a vital part 
on this level of cognitive processing. 
2.1.2 Metaphor Studies - Bridging Language and Concepts 
In contemporary linguistics concepts are most widely integrated with linguistic 
phenomena in metaphor studies and theories. While historically metaphors have been 
treated as rhetoric devices somehow separate from rules that govern "regular" 
language, the current major theories assume an opposite view, presenting metaphors 
as a fundamental cognitive function based on conceptual thought processes, rather 
than an anomaly of language. 
 If metaphoric language is treated, and accepted, as a fundamental cognitive 
function in conceptual model construction, the next logical step is to ask the same 
question about non-metaphoric2 language phenomena. In other words, if metaphors 
are merely a language level realisation of cognitive conceptual modelling, should it 
not be assumed all words with semantic content carry such implications? If this point 
of view is assumed, as this study does, conceptual metaphor studies offer valuable 
insight to more general linguistic cognitive modelling, and how lexico-conceptual 
links affect the way we think about the subject of the discourse, and how we behave 
based on the mental construction of the reality based on linguistic evidence. This 
chapter summarises the two main contemporary cognitive metaphor theories, as well 
as proposes a connection between the theories and behavioural metaphor studies. 
2.1.2.1 CMT - Lakoff and Johnson 
Linking cognitive conceptual modelling to semantic level of the language is not a 
brand new phenomenon in metaphor studies, but already proposed by Lakoff and 
Johnson in 1980 in their ground-breaking book Metaphors We Live By: "[t]he 
essence of metaphor is understanding and experiencing one kind of thing in terms of 
another" (1980/2003, p.5). This does not mean just relating one concept to another, 
                                                 
2
 Insofar as such a language type exists. Lakoff and Johnson, as well as Fauconnier and Turner argue 
that all language use can be seen as metaphoric on conceptual level. For the purposes of this 
discussion, here the term refers to generally accepted intuitive idea of "regular" language use on word-
unit level, without overt domain projections, crossings, or blends.  
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as metaphor is often defined under rhetoric, but constructing and maintaining one 
concept in terms of another. 
By the definition of the conceptual metaphor theory, metaphors are not just a 
rhetoric device, realised solely on a language level, but rather a profound cognitive 
mechanism, prevalent in everyday life and thought, with a perceivable manifestation 
on language level. While not all metaphor researchers would argue, as Lakoff and 
Johnson do, that all or "most of our normal conceptual system is metaphorically 
structured [...] most concepts are partially understood in terms of other concepts" 
(1980/2003, p. 56), a weaker position of the importance of conceptual 
interdependency in human thought is the baseline for most of the contemporary 
metaphor studies.  
The conceptual metaphor theory, CMT, outlines basic conceptual domain 
mappings between source and target domains, introduces different taxonomies for 
the conceptual metaphors such as orientational metaphors or structural metaphors, 
but also importantly offers tentative evidence for grounding of conceptual systems 
based on innate sensory knowledge, such as spatial positioning. Such grounding is a 
vital necessity for the central argument of interdependency in conceptual 
understanding and experiencing, which currently is the dominant view of conceptual 
processing among most cognitive scholars. These so called ontological metaphors are 
"grounded by the virtue of systematic correlates within our experience" (p. 58), an 
observation later confirmed by neurological research, such as the considerable work 
on lexical neural processing carried out by Friedemann Pulvermüller (discussed 
earlier in chapter 2.1.1). This is however not to say that there is a hierarchy of 
"realness" with the experiences, as also noted by Fauconnier and Turner (discussed 
in chapter 2.1.2.2), but that the domain mappings between different concepts and 
structures tend to be organised and stable, at the very least within the specific culture. 
This is illustrated in an example metaphor (figure 1, next page), which deals with the 
common conceptual model where an abstract experience is conceptualised in relation 
to physical one in a common idiomatic expression in recent years.  
(1) Stora Enso’s overall safety performance has improved in recent years. (Global 
Responsibility Report, 2013) 
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Figure 1. Domain mappings of a "time is a container"-metaphor. 
With the common conceptual construction, "time is a container", Lakoff and 
Johnson propose that it is based on the correlation of "[...] the bounded space 
traversed by the object correlated with the time the object takes to traverse it. Events 
and actions are correlated with the bounded time spans, and this makes them 
container objects" (p. 59). Thus an abstract concept of time becomes grounded in 
reality, as it is reconceptualised as part of the visual world, and the visual 
experiences humans as a species share. In other words, the actions or events, in this 
case the improvement of performance, is conceptualised as something tangible and 
physical, and the time it takes for the event to be completed is likewise 
conceptualised as physical and tangible, by virtue of containing the event or action. 
As Pulvermüller and other neuroscientists have noted, much of the human cortical 
activity is linked on a multimodal level3, and while evolution based cognitive 
theories are by their nature tentative at best (Lappi, 2008), it is reasonable to assume 
that much of human cognitive activity is built on profound sensory systems shared by 
                                                 
3
 Insofar as a modular model of human cognition is practical or adequate. While there inarguably 
exists different sensory modalities, the contemporary research supports a much more integrated view 
on human cognition than assumed before (e.g. Pulvermüller, 2013a). 
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all members of our species. This makes linguistic reconceptualization, as argued by 
Lakoff and Turner, a powerful theory linking linguistics to general model of human 
information processing and thought: 
In short, metaphor is a natural phenomenon. Conceptual metaphor is a natural part 
of human thought, and linguistic metaphor is a natural part of human language. 
Moreover, which metaphors we have and what they mean depend on the nature of 
our bodies, our interactions in the physical environment, and our social and cultural 
practices. (1980/2003, p. 247) 
It is also worthwhile to note that the way the metaphor is visualised in figure 1, with 
visual features and organisation analogous to business performance graphs, can also 
be seen in itself as metaphorical, and thus as a rhetorical device (McCloskey, 1998). 
While inadequate evidence on its own, the fact humans can create visual graphs with 
seemingly little effort can be seen as one more manifestation of underlying 
phenomenon of conceptual construction and reconstruction. It merely makes use of a 
different medium than a linguistic one. It can also be seen as further evidence for 
persuasive power of conceptual communication, with potentially significant 
behavioural implications (discussed in chapter 2.1.2.3). 
The core idea of CMT, a profound level of culturally and biologically 
shared conceptual architecture, can already alone serve as a powerful framework for 
conceptually grounded linguistic research. However, it has understandably focus on 
phenomena that can be seen as overtly metaphorical expressions, and even though 
they can in principle be seen as covering most if not all linguistic phenomena, as an 
analytical device CMT does not translate directly to structurally more mundane 
phrases. It also does not directly offer, nor does it aim to, a theory of human 
behaviour outside of domain of language. For these reasons, the conceptual metaphor 
theory has later been further developed and expanded by cognitive researchers and 
theorists, such as Gilles Fauconnier and Mark Turner who propose a synthetic theory 
of conceptual blending, aiming to provide an explanatory model for all human 
thinking.  
2.1.2.2 Conceptual Blending - Fauconnier and Turner 
The conceptual blending model proposed by Fauconnier and Turner (2003), builds 
on Lakoffian tradition, but aims to offer a more exhaustive model of human 
conceptual modelling and thought. In this theory, much akin to CMT, metaphors are 
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seen as linguistic manifestation of the mechanism. However, the theory of conceptual 
blending offers explanation to much wider range of cognitive tasks than CMT does, 
since it makes no assumptions of linguistic nature of the blends or mental spaces. 
Mental spaces are "small conceptual packages constructed as we think and talk, for 
purposes of local understanding and action" (Fauconnier and Turner, 2003, p. 40). 
For empirical purposes, the terminological difference between concept and a mental 
space is in most cases nonexistent.  
In terms of cognitive linguistics, a mental space is what is coded in language 
prior to the production of an utterance, or the immediate output from decoding a 
received utterance, be it in writing or speaking. Mental spaces are thus vital for 
understanding the proposition of the utterance. From the cognitive point of view, 
these spaces enable flexible action planning, and may in some cases be identical to 
scripts, schemas, and other information units stored in long-term memory. However, 
it must be kept in mind that the mental spaces are under no obligation to be realistic 
or possible, and quite often their relationship with outside reality is flexible. 
Moreover, the fantastical mental spaces are not experienced any differently than 
spaces grounded in reality. As argued by Fauconnier and Turner, "[...]as we feel that 
we see the coffee cup for the simple reason there is a coffee cup to be seen, so we 
feel that we see the analogy because there is an analogy to be seen [...] to be 
perceived directly and immediately with no effort." (p.19) These qualities make the 
mental spaces, and their blends, a powerful cognitive tool for problem solving, action 
planning, and creativity. In addition, the flexibility and potentiality for fantastic 
nature makes these conceptual constructions essential for language-related activities. 
For example, the famous linguistic construction "colorless green ideas sleep 
furiously" (Chomsky, 1957) is conceptually plausible, even though realistically, or as 
Chomsky argues, semantically, impossible. This suggests a degree of separation 
between semantic content and a concept, which in turn is reflected in the 
methodology chosen in this study as a step beyond semantic analysis (discussed in 
chapter 4). 
The core of the conceptual blending theory is, as the name suggest, in the 
blends of these mental spaces. These blends can be what Lakoff and Johnson would 
define as "concepts [...] understood in terms of other concepts" (1980/2003, p. 56), 
since they are constructed from other concepts realised in same space at the same 
time. One way of thinking about them is to conceptualise them as building blocks, 
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but with some of the blocks consisting of smaller nested blocks, akin to Russian 
nesting dolls. A simple example offered by Fauconnier and Turner of this synchronic 
realisation comes from a riddle by Arthur Koestler: 
A Buddhist Monk begins at dawn one day walking up a mountain, reaches the top 
at sunset, meditates at the top for several days until one dawn he begins to walk 
back to the foot of the mountain, which he reaches at sunset. [...] Is there a place on 
the path that the monk occupies at the same hour of the day on the two separate 
journeys? (1964, cited in Fauconnier and Turner, 2003, p.39) 
In order to solve the riddle, a person has to construct a mental model where the monk 
occupies the mountain path with himself, at the same time. It is unnecessary to say 
that meeting oneself on path is realistically impossible, but the conceptual model, the 
blended mental space, is simply indifferent to these restrictions. The proposed mental 
spaces in this blend include the two input spaces, monk travelling up the mountain, 
and down again4. In addition, Fauconnier and Turner propose a so called generic 
space, which contains the similarities between the two input spaces. In this case, the 
scenarios are identical other than the direction of movement. The final component is 
that of the actual blend, which contains realisation of the mountain slope, and the 
monk travelling it both up and down, simultaneously (figure 2, next page).  
                                                 
4
 It is noteworthy that these spaces are already blends themselves, combining concepts of movement, 
monk, and mountain, with the original "building block" or basic concepts being traceable to sensory 
and other neurological architecture shared by all humans.    
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Figure 2. Blended space of the Buddhist Monk-riddle, after Fauconnnier and Turner, 2003. 
While the monk example is a good way of illustrating a conceptual 
reconstruction of the blending theory, it seems at first glance removed from linguistic 
material and lexico-conceptual choices of image management. However, the 
principles governing the blend of the Buddhist Monk-riddle is also behind language 
use and conceptual constructions that enable humans to understand or decode 
language. These principles include not only mental spaces, but also what Fauconnier 
and Turner call "vital relations"5, which are canonical patterns that govern the 
properties of mental spaces. Based on the neurological and behavioural evidence, a 
                                                 
5
 Vital relations named in the book are change, identity, time, space, cause-effect, part-whole, 
representation, role, analogy, disanalogy, property, similarity, category, intentionality, and 
ubiqueness. 
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somewhat intimate link can be assumed to exist between the semantic content and 
the conceptual content of a word, and a construction.  
For this study, the most important blend governing relation comes from the 
roles the company aims to give itself via semantic choices. The agentive structures 
chosen as the focus of this study (table 3, p. 31) mean that often the verb following 
the subject of the clause establishes the role. While the structures mined this way 
rarely are what can be called overtly metaphoric, often declaring ownership or 
recounting an action with straightforward real-life counterpart, they are still 
conceptually organised as blends.  
The blend organisation is illustrated in figure 3, next page, which depicts the 
deconstruction of an agentive structure found in the data. 
(2) But the report also contained findings that Stora Enso did not agree with. (Global 
Responsibility Report, 2013) 
This linguistic construction is metaphorically speaking mundane, and refers 
to real life entities existing in same time period engaged in discourse with each other, 
and the public. In other words, there is nothing overtly fantastical about it. Still, it 
relies on the lexico-conceptual information for conceptual organisation. 
Disagreement as a semantic unit is closely related to the concept of debate, which is 
the main guiding frame governing the blend. This frame comes from the information 
that a person carries of a debate, and the similarities between the frame and the 
setting provided by the linguistic construction. It is noteworthy how important a role 
verbs play, at least in English, in this model of the unconscious process of choosing 
the appropriate analogical or identical frame, schema, or script, to provide a 
framework for understanding the linguistic construction. The verb serves as a 
bridging element between long-term memory contents and the information at hand, 
an observation also shared by neurological researchers (Pulvermüller, 2013a). In 
addition, the verbs in this construction also serve together with the adjacent clauses 
and textual cohesion elements as the guiding factor in assigning debatee roles. After 
all, conceptually one can debate with an inanimate and presumably unconscious pile 
of papers, as well as the entities behind the said pile of papers. 
The blended space of debate dialogue between Stora Enso and Finnwatch 
and Swedwatch organisations can, and often in such constructions does, act as a 
stepping stone or connecting element for further concepts and blends. By analogy to 
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subjective experiences in which a person has encountered disagreement and debate in 
their life prior to the linguistic construction, it is possible to anthropomorphise the 
organisations in question. In other words, attach qualities of human-like social 
entities to the organisations. The conceptual links enabled by these blends and their 
exhaustive multimodal information integration are also a possible explanation to the 
observed behavioural effects (discussed in the next chapter) of metaphorically overt 
linguistic constructions. 
 
Figure 3. Stora Enso's disagreement network, after Fauconnier and Turner, 2003. 
 
2.1.2.3 Behavioural Implications - Thibodeau and Boroditsky 
 An interesting addition to the metaphor research comes from what may be 
characterised as behavioural linguistic studies carried out by Thibodeau and his 
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research team (2011, 2013, 2015a, 2015b, 2015c). Their research on the behavioural 
and decision making implications of metaphoric language suggests that they are in a 
key position to sway public opinion. In their 2011 and 2013 studies, Thibodeau and 
Borodistky tested decision making and problem solving of subjects, who had been 
given information on a crime problem of a fictional city in the form of a news article. 
The article used natural language metaphors to describe the situation, which linked 
conceptually the problem either to a "virus" or a “beast". After the fictional news 
article, one group of the participants were asked to choose between two politicians 
proposing different solutions, one group was asked to come up with their own 
solution, and another was asked to rank possible options in order of fitness. Fourth 
group served as an control group, and they were presented with "non-framed", or 
metaphorically mundane, news article. 
The results showed a clear effect between the metaphor used, and the 
preferred solutions. Groups which were exposed to conceptual blending showed 
preference to solutions consistent with the blended concept: money on social work 
"treating" the problem when it was conceptually blended with "virus", and more 
money and police officers and arrests to solve the problem when it was conceptually 
blended with "beast". In "non-framed" situations no observable bias was found, but 
people seemed to rely on their prior knowledge and politic identities when 
constructing the situation and possible solutions Thibodeau and Boroditsky (2015) 
further expand their theory of metaphorical "framing" in public opinion landscape 
alteration, confirming the effect strength of a metaphor in relation to its position of 
occurrence. In short, metaphors encountered at the beginning of a phrase and 
information presentation such as a news article seem to have a greater role in shaping 
the conceptual constructs people build based on linguistic information. Such factors 
can be seen as syntactic rules linking and governing specifics of conceptual blends 
(as discussed in chapter 2.1.2.2). 
Regardless of the specifics of relationship between grammar and conceptual 
constructions, the behavioural metaphor studies as a whole seem to further support 
the idea that the concepts and mental spaces activated by semantic choices are in 
some way utilised, or maybe even integrated as such, when humans decode language 
and construct mental models. This can make conceptual image management a 
powerful tool for companies since, as participants in the studies themselves reported, 
people tend not to be aware of metaphorical influence in their own reasoning. Thus it 
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can be assumed more covert conceptual manipulation is even less noticeable for 
anyone reading about the company in question, especially if the specific text genre 
evokes expectations of objectivity and governing rules, such as an annual report.     
2.2 Annual Report as a Genre 
Annual reports can be defined as comprehensive reports of the company activities 
during the past fiscal year. The contents of these reports are partially legally 
controlled and audited, but they can also be a part of a larger context of investor 
relations communication, in the way companies choose to incorporate them. This 
chapter will summarise the main theories and studies regarding the genre-specifics of 
annual reports. 
2.2.1 Purpose of Annual Report 
The primary purpose of any annual report for any company is legalistic in nature: the 
companies are bound by law, and the law dictates they must offer a truthful and 
realistic account of the financial actions of past fiscal year to the investors. However, 
this primary purpose has lately taken communicatively backseat, as the 
communicative strategies of the companies have evolved together with the change of 
the social context surrounding the companies and their actions. This can be seen 
most strikingly in the ever increasing amount of narrative and voluntary portions of 
annual reports (e.g. Bartlett and Jones, 1997; Beattie, Dhanani and Jones, 2008; Lee, 
1994). 
Thus it can be assumed that a secondary communicative motive, or multiple 
motives, has become increasingly important for the companies, and the narrative 
portions serve this purpose. Earlier research has identified multiple additional 
purposes for the reports, such as brand building (Rutherford, 2005), investor 
communication, public relations communication (Beattie, Dhanani and Jones, 2008), 
and lately, brand building through environmental values, or "greening" (Domenec, 
2012; Pollach, 2014). In addition to observable communicational strategies the 
companies use in their annual reports, the companies themselves have a clear 
motivation behind their reports. To serve these multiple agendas, as a genre annual 
report is by necessity complex, containing multiple subgenres of varying proportions, 
depending on the individual motivations of the companies. 
17 
 
 
2.2.2 Annual Report as a Complex Text Type – Ditlevsen 
Marianne Ditlevsen defines the annual report, after the so called act-pattern theory, 
as a genre as follows: 
"[...] the annual report is a genre in that it is a category of texts that share the same 
act pattern—a typified response to a recurrent situation (the legal obligation to 
prepare financial statements annually). Moreover, various aspects of the three kinds 
of knowledge that constitute the act pattern of the annual report make it a complex 
genre." (2012, p. 96) 
The complexity rises from the various situational demands for the text. Primarily, as 
stated before, the annual report is always a legally obligated, and legally controlled, 
document containing audited financial statements of the company dealing with the 
past fiscal year. This function is also the expectation horizon created by the genre in 
the mind of an average reader. However, annual reports have developed over time 
first to include a broader repertoire of investor communication, and lately moving 
towards characteristics of public relation communication (Sriramesh and Duhé, 
2009). 
 Ditlevsen identifies a difference in the purposes of the two communication 
types: Investor relation communication tends to be informative, aimed to offer 
potential and already committed investors all the relevant strategic and financial 
information so that they may make informed decisions. Public relation 
communication on the other hand is often meant to persuade. Naturally some 
audience members who are not investors are interested in the information, and some 
investors need to be persuaded, but the trend of integrating these purposes into one 
document suggests a change in the intended audience. Instead of relatively closed 
group of economic professionals, the group reading texts is complex. The audience 
has become heterogenous and its members have "[...] different stakes in a company 
and thus have different informative and other needs. They may also possess different 
levels of literacy" (Ditlevsen, 2012, p. 97). 
Faced with such a diverse group as potential audience, the general trend of 
companies has been to change annual reports into a document combining multiple 
text types, visual elements, and move towards brand building by aiming to give 
positive image of the company with the obligated financial data (Ditlevsen, 2006). 
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Ditlevsen identifies 11 different subgenres of texts with unique purposes found in 
Danish annual reports (table 1, below): 
Table 1. Subgenres and communicative motives of annual reports, after Ditlevsen 2012. 
Out of these 11 categories, merely two are strictly obligated, and few others 
are recommended as part of good corporate governance and information policy. 
Thus, even though annual report may evoke a expectation horizon of legally 
scrutinised document with factual style, modern annual report is clearly a 
multipurposed document aimed to act as a substantial part of corporate 
communication strategy. In the case of Stora Enso's annual reports (discussed in 
chapter 3), the various text-types have been modularised as the content, and 
presumably audience interest, in "selected topics" and "topics of special interest" has 
increased to point of outweighing the stereotypical and mandatory text-types.  
The motive behind presenting all these elements together may be pragmatic, 
as any report produced "in-house" demands a certain amount of resources, but it may 
also be a conscious effort to lend credibility of the audited material to selected topics 
and company self-representation (Rutherford, 2005). The relationship between 
legally uncontrolled narratives of annual reports and the numbers presented is not 
always straightforward and conflict free (Dainelli, Bini and Giunta, 2013; 
Rutherford, 2003). In addition, even with absence of inner conflict between various 
parts of text, the relationship between the ever-expanding narratives of annual reports 
and the reality they are meant to represent, or reconstruct, has raised some concern 
among scholars and governments. It seems that, more often than not, annual reports 
 Category (purpose of the text) Prototypical Text 
1. Financial position of the company Balance Sheet 
2. General performance Operational view 
3. Selected topics  Text on employees 
4. Legal statements Auditor's report 
5. At a glance Financial highlights 
6. Views of the management CEO's letter 
7. Topics of special interest Shareholder information 
8. Management of the company Presentation of the boards 
9. Communication information Company address 
10. Metacommunication Table of contents 
11. Obituary Obituary 
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have now become part of controlled effort on company's part to manage their image 
and affect their position in a society. 
2.2.3 Narrative and the Truth 
The general trend of the annual report structure has been clear for past few decades: 
the amount of text has increased, together with visual elements and official designer 
employment in the creation of these documents (Ditlevsen, 2012; Stanton and 
Stanton, 2002). The focus of the studies dealing with this change has most often been 
that of readability and performance disclosure, since these two aspects are closest to 
the regulatory matters, as well as of most interest to business studies for discerning 
successful and nonsuccessful strategies. While this focus is naturally an important 
one, emphasis on it means that there has been relatively little research on annual 
reports in light of the other functions annual report may have, and quite often has.  
 One of the studies focusing on these other functions is a longitudinal study 
carried out by Beattie, Dhanani, and Jones (2008), which synthesises work carried 
out by several different researchers6, focusing on graph and image usage. While 
annual report graphics are not at the centre of this study, the 2008 paper offers 
valuable insight to the trajectory of change, since the time period covered by the 
study spans over four decades. During this time page count increased 190%, the 
amount of voluntary material outweighing the mandatory, narrative portions 
increased 375%, and the positioning of the mandatory material in the document took 
the backseat, often quite literally. In terms of the text-types of annual reports (table 1, 
p. 18), this means an increase of texts belonging to category three, selected topics. In 
addition, the use of images, graphs and otherwise, has become the norm with most 
companies. The observed changes apply to the annual reports of Stora Enso, nearly 
to the letter (discussed in chapter 3). 
So, as the page counts of annual reports have increased within categories 
that are outside government regulation, it is obvious there must be more at work than 
mere obfuscation (Rutherford, 2003, 2005) or financial (mis)representation through 
graphics (David, 2001; Penrose, 2008). The exponential increase of narrative 
portions suggests that the annual report has become an identity creation document, or 
                                                 
6
 Most notably a 1994 study by Tom Lee, which is one of the first studies mapping the proportions of 
annual reports. The study also suggests that annual reports have an image management function.  
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impression management, instead of a solely informative account of finances7. While 
the companies are legally free to present themselves from their chosen angle as they 
wish, during information era there is an outside pressure for factuality of the 
narratives. In other words, while the relationship between the narrative of the 
company and the truth of the matter is characterised by a clear company bias in self-
portrayal, the relationship is not a conflicting one. Media and non-governmental 
organisation interest in corporate social responsibility and environmental matters 
force companies to address such issues in a factual manner, as well as build and 
present a CSR-related corporate identity. Thus the narrative does not in most cases 
serve as a smoke screen for truth, but merely offers companies a wider range of 
topical, stylistic, and linguistic choices for image management and self-
representation than other annual report text-types do. 
2.2.4 Corporate Social Responsibility and Greening of Annual Report 
As stated earlier, large portions of annual reports have moved, or started to move, 
towards the realm of public relations discourse. This move can be partially explained 
by the reconceptualisation of the position corporations have in the global society, but 
also due to the increase in environmental awareness and global social issues in 
Western society. In other words, the companies are engaged in public discourse in 
their annual reports, because public engages them e.g. with environmental 
commentary, boycotting, NGOs focused on the impacts corporations have globally, 
and media coverage. Reporting of environmental issues has also become increasingly 
mandatory on high-impact industries, as governments have reacted to the growing 
concern of the public. It can be assumed these reasons are at least part of the reason 
behind the increased amount of CSR communication, which has been significant 
over the decades (Cho, Michelon, Patten and Roberts, 2015). 
In a longitudinal study covering time span of 10 years, Irene Pollach (2014) 
found a correlation between media agenda-setting, and environmental reporting of 
companies. The effect, however, seemed to be realised only to one direction, with 
companies reacting to media, and not vice versa. Thus media has undoubtedly a "[...] 
crucial role as propagators of legitimacy and, ultimately, corporate environmental 
                                                 
7
 This should not however be confused with impartiality. Most researchers report a "Pollyanna" effect 
(Rutherford, 2005) when it comes to even the audited financial information, and the effect gets 
stronger with nonregulated portions of annual reports (Penrose, 2008). 
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discourse" (p. 358). The issue of credibility and legitimacy is the main one in 
corporate social responsibility, as the public opinion tends to be biased against 
corporations as default (Pinkham, 1998; Pollach, 2005; Stewart, 2003), especially 
with environmental issues. 
The company answer to this distrust is to legitimise CSR, both in their own 
discourse (Domenec, 2012), as well as by third party organisations and governments 
(Pollach et al., 2012). The latter is reflected in the different certificates awarded by 
NGOs and governments both, as long as the company in question fills the criteria. 
The certification is generally accepted by members of the public as proof of 
company's socially and environmentally aware conduct, and is thus in a key position 
in image management. In addition, as the increased "special interest" portions of 
annual reports suggest, companies often choose to present large amounts of 
information and data related to their actions which affect the environment. This is 
especially true in case of so called high-impact industries (Cormier, 2004; Jose and 
Lee, 2006), which are mostly located in the primary sector of the economy, such as 
Stora Enso. 
As with the truthfulness of the narratives, the relationship between CSR as 
image management tool and the reality is also not necessarily a contradictory one. 
Undoubtedly companies will portray themselves with a bias, but the effectiveness of 
CSR communication depends on its legitimacy, as public tends to react poorly if 
CSR is applied "cosmetically instead of strategically" (Pollach et al., 2012, p. 205). 
Thus, while CSR communication is now a standard part of image management 
toolset, it ought to not be treated solely as a rhetorical device, even if the company 
motive is to create a positive conceptual construction in the mind of the reader. 
2.3 Corpus Linguistics as a Method - Self-Compiled Corpora 
The main issue of the so called self-compiled corpora, as opposed to large research 
team compiled ones, is naturally that of representativeness. As a rule self-compiled 
corpora are smaller, and hence any and all results obtained from such a corpus are 
less generalisable than results obtained from large billion word corpora. The question 
of size also relates directly to the debate on the exact nature of corpus studies. This 
debate has largely centred on the distinction between corpus-based and corpus-driven 
studies, which in short is a debate of whether corpus linguistics is best considered as 
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a method or a theory, or a device for forming theory without any prior affecting 
linguistic theories, by its own right (for an exhaustive description of the debate, see 
Tognini-Bonelli, 2001). A methodological approach allows for much smaller 
corpora, since it is not aiming to create a universal linguistic theory, but to confirm 
hypotheses created based on other pre-existing linguistic theories. A theory-focused 
approach requires much larger corpora, since it aims to theorise based solely on the 
corpora, without the help of pre-existing linguistic models or theories. While the 
usefulness of this particular debate has been questioned before, for clarity's sake this 
study can be seen adopting the corpus-based point of view, treating corpus linguistics 
as a method applied to a small self-compiled corpus in order to mine results based on 
pre-existing theories, mainly cognitive theory of conceptual blending (discussed in 
chapter 2.1.2.2), and grammatical categories such as word classes and syntactic 
structures. 
The smaller corpora, while largely unsuitable as material for generalised 
theories of language and grammar, have the benefit of specificity when studying 
phenomena related to genres of text (Koester, 2010). It also has the benefit of 
following the fundamental principle of total accountability, which has 
understandably been partially abandoned as corpus linguistics has evolved with the 
development of technology, and as previously inconceivably large corpora have 
become everyday stable of the field. In practice, this absolute accountability allows 
for a deeper analysis of the phenomena by enabling access and understanding of the 
total context of the concordance lines, and granting access to the full text when 
necessary. This in turn makes smaller corpora superior for studies focused on other 
aspects of human language use and understanding, such as conceptual studies or 
discourse analysis by solving, at least partially, the problem of "decontextualised 
data" (Baker, 2006). 
While the small self-compiled corpora have the edge when it comes to 
nuances of language, they are especially prone to problems of representativeness. In 
Three problems connected with the use of diachronic corpora, Rissanen identifies so 
called “God’s truth fallacy” as one of the issues of corpora (1989). This fallacy is 
created when user, or a compiler, of a corpus believes to a too great extent the 
particular corpus represents a full reality of the language in question. While it can be 
argued the question of representativeness is always to a degree a matter of faith, the 
singular focus of small genre-specific corpora makes them more vulnerable to this 
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fallacy, since the researcher is well aware of the fact that a small specialised corpus 
is not meant to represent language as a whole. In other words, the knowledge of 
specificity and near absolute accountability may lead to an implicit expectation of 
exhaustive representation of the corpus subject matter. Naturally any mistakes 
deriving from this fallacy are not the most severe kinds, since these kinds of corpora 
are unsuited for generalized grammatical modelling, but they may still lead to wrong 
conclusions. It needs also to be kept in mind that even with fully accountable small 
scale corpus, in compiling it, same selection process that brings the 
representativeness of large corpora into question lies also behind these small scale 
corpora. With the specific corpus behind this study, that means the exclusion of 
mainly financial data, which is, while not at the focus of the study, still a part of the 
communication of the company in question (discussed in chapter 3). Thus any 
findings and hypotheses derived from this corpus need to be hampered by the 
knowledge of what was not included in the material.  
  The final point about the particular peculiarities of small corpora is that of 
technical issues. These issues relate as much to the size of the corpus as they do with 
the nature of the small specific corpora. Larger general corpora are mostly compiled 
by research teams with multiple members, and follow universal protocol in 
annotation and tagging, such as C5- or C7-tagset8. The research teams also tend to 
have access to more user-friendly software and interfaces, such as xhtml-coding, 
since they aim to create corpora that are useful for other researchers and teams. 
While small individually compiled corpora share the second aim, resource and time 
constraints render reaching of this aim difficult at best. Individual corpora compilers 
start out by necessity smaller, with the relevant corpus files often being automatically 
created, converted, and annotated. This means they rely on softwares created by 
others. It naturally follows that any flaws in such softwares is also directly translated 
into the corpus. While larger corpora are not free of these technical errors either, it 
can be argued that smaller corpora may suffer more deeply from them, since the 
correcting effect of increase of data size is not present. With this study, all of the 
documents belonging to the dataset were scanned for any automated conversion 
mistakes, and later in analysis phase duplicated strings were deleted from final set to 
ensure highest possible attainable level of representativeness. However, it has to be 
                                                 
8
 Available at http://ucrel.lancs.ac.uk/bnc2/bnc2postag_manual.htm and 
http://ucrel.lancs.ac.uk/bnc2sampler/guide_c7.htm respectively. 
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acknowledged no corpora, this one not being an exception, will undoubtedly have 
some junk data, which are reflected in the mean word frequencies and counts. 
2.4 Research Questions 
As stated in the introduction, the primary aims are to map what kind of image 
management takes place in annual reports on conceptual level, governed by the 
semantic units. Earlier research focusing on semantics has largely focused on the 
word units themselves, without attempting to link the semantic information on any 
underlying conceptual framework. While valuable research in itself, in order to reach 
a more accurate representation of the cognitive processes of communication and 
language decoding, the linguistic phenomena such as semantic choices have to be 
linked to a more holistic information construction model. Thus this study also acts as 
a pilot for this kind of multidisciplinary integration and analysis. Furthermore, there 
is little to no previous linguistic research within the genre of annual reports and 
corporate image management and creation.  
In terms of the concepts, the aim of the analysis is to find out if and how 
CSR is integrated in this image management, and whether changes in the genre of 
annual reports reported by earlier studies (chapter 2.2) is perceivable. The data is 
approached from lexico-conceptual point of view (chapter 2.1), with the assumption 
that words as semantic units govern or heavily influence the conceptual construction 
processes. The linguistic structures analysed are limited to simple subject-verb-
constructions (discussed further in chapter 4), which follow NP (+ADVERB) + 
PREDICATE formula.  
The reason for this specific focus stems from multiple factors: First, the 
constructions have to accurately govern the construction process of the conceptual 
blend. In order to control the possibility of other governing factors, and to minimise 
the likelihood of ambivalent meanings of constructions, the structures are best 
limited to simple subject + verb constructions. Second, this study aims to find out 
how the company actively communicates about itself, and to create a possible 
comparison point for further research. Third, the study also acts as pilot research for 
lexico-conceptual analysis, which benefits from a limited scope.  
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Thus the main research questions are formulated as follows: 
1. Which concepts are the most frequent in the company referential agentive 
structures? 
2. What, if any, role does corporate social responsibility play in these 
conceptual blends? 
3. Is there a perceivable conceptual change in the self-presentation of the 
company as the time goes by? 
In order to answer these questions, a small scale corpus of around 700,000 words 
was compiled from the annual reports of Stora Enso (discussed in the next chapter), 
and the data was treated and analysed as depicted in chapter 4. 
3 Data 
This chapter describes the data chosen for this study, and offers a list of the choices 
and the reasons behind the process of elimination and pruning prior to analysis. It 
also includes a table of all the documents included in the corpus, accompanied by 
their respective word counts. 
3.1 Annual Reports of the Corpus and Fundamental Choices 
The data consists of the annual reports freely available on Stora Enso's corporate 
website, http://www.storaenso.com, accessed on November 5th 2015. While the 
possibility of the material changing after this date exists, due to the official nature of 
the documents it can be deemed unlikely. The annual reports chosen cover the 
company annual documentation from 1999 to 2014 which is the latest year reported 
at the time of embarking this project.  
Not all parts of the annual reports were included from all years: due to the 
modularisation of the reports, which is most clearly realised in the separation of 
legally controlled documents of financial and governance reports into their own 
documents, purely numerical, accounting, and governance report documents were 
excluded from the data from those years where the modularisation had been 
executed. The language found in these legally controlled documents is much more 
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uniform and more formulaic than in the narrative portions, and these formulaic 
structures are likely to skew the focus of this particular study. While their role in 
corporate self-representation needs naturally to be acknowledged, the growing 
portion of purely or largely narrative modules of annual reports can already be seen 
in itself as evidence of the focus of image management shifting towards other types 
of subtext genres than the prototypical financial highlights and the like. It can also be 
seen as separation of intended audiences, moving from one audience to multiple, 
with different interests. 
The total number of words from all the documents together is around 
700,000 words. The actual word counts per year differ considerably due to the 
different degrees of modularisation9 through the years, as can be seen from table 2, 
next page.  
However, all of the reports, together spanning over a decade, contain 
elements of CSR-related image management, and self-representative structures. Thus 
they can be deemed comparable in their content and intention in terms of company 
self-representation and image management. 
  
                                                 
9
 Full list of all the documents or modules of annual report per year is included in the appendix, as 
they were presented at www.storaenso.com/about/download-center,under "Annual Reports", accessed 
on December 8th 2015. 
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Table 2 Documents included in the data, different Trends indicated by colour. 
3.2 Four Trends of the Reports 
As earlier studies have shown (discussed in chapter 2.2.2), annual report is not a 
static genre, but has undergone major changes in the past four decades. The reported 
increase of page counts and visual elements apply to the annual reports of Stora 
Enso, as the length has increased and the documents have turned into highly visual 
text types.10 
Based on the changes in the structure and layout of the documents, as well 
as linguistic and conceptual findings (discussed in chapter 5), it can be assumed there 
has been a major shift in the intended audience or audiences, with the focus shifting 
from inside stakeholders, such as investors and high-level employees, to outside 
                                                 
10
 An example of the layout of each of the trends is provided in appendix. 
Year Documents Included Word Count Word Count Total 
1999 Annual Report 45,544 45,544 
2000 Annual Report 52,707 52,707 
2001 Annual Report 13,754 13,754 
2002 Annual Report 22,143 22,143 
2003 Annual Report 23,223 23,223 
2004 Annual Report 26,666 26,666 
2005 Annual Report 28,898 28,898 
2006 Annual Report 30,034 30,034 
2007 Annual Report 113,463 113,463 
2008 Annual Report 94,165 94,165 
2009 Annual Report 25,514 25,514 
2010 Rethink-magazine 24,926 24,926 
2011 Rethink-magazine 27,858 27,858 
2012 Rethink-magazine 22,070 22,070 
2013 Rethink-magazine Global Responsibility Report 
30,717 
46,457 77,174 
2014 Progress Book Global Responsibility Report 
27,755 
50,798 78,553 
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stakeholders, such as environmental organisations and low-level employees. This 
change mirrors global trends, but may also be affected or caused by organisational 
changes. For example, the change of CEO is usually reflected in the annual reports of 
a company, and the changes in this position seem to correspond to changes in the 
observed trends (table 2): the former CEO Jouko Karvinen was appointed in 2006, 
and the current CEO Karl-Henrik Sundström in 2014. Thus at least some of the 
observed changes are likely because of an intentional identity transformation process 
initiated by the CEO leading the company at the given time. 
Additionally, throughout the 2000s, Stora Enso has been expanding into 
growth markets, often situated in developing countries. This operational environment 
is often under scrutiny by NGOs and the media, since the government regulations in 
such countries are deemed inadequate to stop unethical corporate behaviour. 
Furthermore, developing countries are also at the centre of global environmental 
concerns. As a part of more wide investor and public discourse strategy, the annual 
report is bound to change as a reaction to these issues. 
3.2.1 Prototypical Annual Report; Single Document: 1999-2000 
The first identifiable trend, referred to as Trend 1 from this point on, of annual report 
structure and layout is that of the so called traditional annual report. The document 
contains all the different modules, or subgenres, of the annual report in a single 
document. The document is dominated, proportionally, by the legally mandated, 
audited, financial information as well as information on governance such as board 
members and their roles, and people responsible for various managerial roles. It also 
contains narrative portions, which serve to state the strategy, address relevant 
concerns investors and other involved people may have, but these narratives also 
already contain aspects of CSR-discourse. 
As a whole, these early documents correspond best to the complex text type 
composed of multiple subgenres as proposed by Ditlevsen (2006, 2012), and their 
main function is to act as the "calling card" of the company to an exclusive group of 
people, as well as communicate information essential to stakeholders and investors 
(Ditlevsen, 2012). Since this period offers only single documents, the annual report 
was included in the corpus in its entirety. 
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3.2.2 Transition Phase; Two Documents: 2001-2006 
During this period, referred to as Trend 2 from this point on, Stora Enso separated 
legally dictated financial statements into their own documents. Other subgenres are 
still contained within one document, but the presentation of these portions is already 
moving towards a more magazine-like appearance. Like with the earlier period, there 
is still no clear difference between traditional annual report subgenres and narratives 
in terms of proportions. However, the fact that some of the portions were divided 
into their own modules can be seen as a dawning change in the intended audience, or 
audiences, with different interests. Only the document composed of varied 
subgenres, the actual annual report, was included in the corpus, and the legal 
reporting documents were excluded. 
3.2.3 Abandoning the Prototype; Magazine Documents: 2007-2008 
During this period, referred to as Trend 3 from this point on, the narrative portions of 
annual report are increased exponentially. The annual report is composed of two to 
four different documents: the Annual Report, Financial Statements, Financial 
Performance, and Corporate Governance Report. While the annual report document 
still contains financial highlights, they are proportionally small in comparison to 
other elements in the document. The visual style of the annual report is akin to 
magazines of other genres, with conventional layout and brightly coloured pictures 
accompanying the text.  As with the previous period, only the actual annual report 
was included in the corpus, and the legal reporting documents were excluded. 
3.2.4 Focus on CSR; Full Modularisation: 2009- 
During this period, referred to as Trend 4 from this point on, the annual report is 
fully modularised, with four to nine separate documents: Corporate Governance 
Policy, Corporate Governance Statement, Corporate Governance Report, Financial 
Report, Facts and Figures, Global Responsibility Report, Rethink-magazine, Report 
of Board of Directors, Parent Company Financial Statements, and as latest addition, 
the Progress Book. This change to fully modular presentation of annual report can be 
seen as the final, as of now, realisation of multiple intended audiences: not all 
information is deemed relevant for all audiences, hence the separation. Narrative 
portions are in a large role in the body of texts, and CSR-issues are foregrounded in 
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the reporting both on subgenre and sentence level. From this period, the amount of 
documents per year included in the data varies: from 2010 to 2012 only Rethink-
magazine was included since it is the only narrative document for that year, from 
2013 both Rethink-magazine and Global Responsibility Report were included, and 
finally, from 2014 Global Responsibility Report and the Progress Book were 
included in the corpus. Global Responsibility Report is a report of the company 
projects dealing with CSR matters, and thus assumes a recounting-style with 
accompanied tables and certificates and a large number of self-referential structures. 
Rethink-magazine on the other hand is “unspecialised” and thus completely free to 
vary and to focus on whatever matters the company chooses. The Rethink-magazine 
is also stylistically closer to a regular magazine than a report, both visually and 
textually, which leaves the creators with a wider range of linguistic and semiotic 
structures to choose from. 
4 Methodology 
This chapter provides a record of the steps taken in data mining. The chapter is 
organised into three different parts: Chapter 4.1 describes the process of building the 
corpus, the exhaustive conversion phase, and provides a list of the regular expression 
search lines used in AntConc-software. Chapter 4.2 describes the process and some 
encountered issues after the results were obtained, as they were further classified 
using the framework provided by the USAS-tagger. Chapter 4.3 provides examples 
of the conceptual tagging carried out, as well as a list of operations each concordance 
line underwent during the process of analysis. 
4.1 Conversion, AntConc, and Search Lines 
The first part of the analysis was conducted via AntConc-concordance software, 
which is a corpus analysis toolkit created by Dr. Laurence Anthony. In order to apply 
AntConc to the material, the annual reports had to be converted from their original 
file format, Portable Document Format or pdf-file, to one compatible with the 
software, txt-file. This was accomplished with the native text format conversion 
provided by Adobe Acrobat Reader, which is part of the Adobe family. Adobe 
family is the original platform of pdf-file type, which minimises likelihood of 
conversion errors. After conversion to txt-file type, the documents were tagged for 
31 
 
 
parts-of-speech in order to enable regular expression searches. This was done using 
TagAnt-software, provided by Dr. Anthony as a part of the AntConc-family. The 
tagger is built around Treetagger-engine, developed by Dr. Helmut Schmid. The 
Treetagger POS-tagging system is compatible with the Longman grammar model 
(Biber, Conrad and Leech, 2011), which also is the grammatical framework adopted 
in this study in order to classify lexical items for the search lines. Treetagger also has 
a 96.36% accuracy (Schmid, 1994), which makes the likelihood of error in the 
tagging of the simple structures, such as those focused on in this study, unlikely. 
Naturally any conversion errors, such as word breaks, or mistaggings may skew the 
results, but with the data size these errors should not prove to be detrimental. 
Regular expression search enables the search of structures instead of 
specific words and combinations. The search lines used and their corresponding 
structures are listed in table 3, below: 
Table 3. Search lines and corresponding grammatical structures. 
Search line input Corresponding structure 
Stora_NP Enso_NP \w+_V Stora Enso (NP) + VERB (P) 
Stora_NP Enso_NP \w+_R..\w+_V.. Stora Enso (NP) + ADVERB + VERB (P) 
The_DT company_NN \w+_V.. The company (NP) + VERB (P) 
The_DT company_NN \w+_R..\w+_V.. The company (NP) + ADVERB + VERB (P) 
the_DT company_NN \w+_V.. the company (NP) + VERB (P) 
the_DT company_NN \w+_R..\w+_V.. the company (NP) + ADVERB + VERB (P) 
We_PP \w+_V.. We (NP, PP) + VERB (P) 
We_PP \w+_R..\w+_V.. We (NP, PP) + ADVERB + VERB (P) 
we_PP \w+_V.. we (NP, PP) + VERB (P) 
we_PP \w+_R..\w+_V.. we (NP, PP) ADVERB + VERB (P) 
 
4.2 USAS-tagger 
The semantic, or conceptual, tagging of results was carried out using the USAS 
semantic tagger, an online tagger developed at the University of Lancaster. The 
tagset assigned by the programme was used as a base for the conceptual tag decision 
making, but some changes to the level of generality of the tags were necessary. The 
main, or umbrella, domain of each tag is that of the USAS tagset, but many of the 
final tags assigned to the structures are more specific than the original tags assigned 
by the programme. This was deemed necessary in order to map the conceptual 
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blending on sentence level, and many words with general action tag assigned by 
USAS can be argued to have more connotations and conceptual information than the 
said tag implies. This problem was most evident with many abstract verbs, such as 
OPERATE, LAUNCH, ACHIEVE, or ADHERE. While these words can be seen universally 
as "general and abstract terms" (Archer, Wilson and Rayson, 2015), contextually 
they can be argued to have more nuanced semantic content which guides the 
conceptual blending process. For example, there is a clear difference in connotation 
with ACHIEVE and DO: Stora Enso achieved this through mill and machine closures 
implies a very different attitude towards the matter than a hypothetical structure 
Stora Enso did this through mill and machine closures, even though if based on the 
USAS-tagging system, they are both abstract terms. 
In other cases the tag was simply wrong in the context, such as with the 
word CONSERVE, in the context of conserving energy. The tag assigned by USAS to 
the word CONSERVE was F1, "terms relating to food and food preparation" (Archer, 
Wilson and Rayson, 2015, p.11).  
In both of these types of cases, a different conceptual tag was chosen 
manually, based on definitions provided by dictionaries (Merriam-Webster and 
Oxford Dictionaries), since they can be seen as documentation of at least some 
shared meaning and conceptual information people derive from a word, or a 
structure. 
4.3 Conceptual Tagging and Consistency 
The main benefit of conceptual tagging and categorisation of the material comes 
from its distance from semantic content. It enables the researcher to observe 
frequencies potentially hidden by semantic variation, as well as offers a way of 
modelling how rhetoric works on cognitive level. For example, multiple helper and 
environmental protector roles are observable in the text mapped into lexical units 
such as PROMOTES, ENSURES, PROTECTS, PRESERVES, and sometimes even into 
clauses, NEVER CONVERTS NATURAL FORESTS INTO PLANTATIONS. While all of these 
semantic units differ, they are all used consistently in conceptual blends where the 
company is positioned as an environmental helper and protector. Conceptual tagging 
allows observing such consistent trends of image creation and management in the 
text, regardless of the lexical variation. 
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Due to differences of the semantic content and the structures, such as transitive 
constructions, it was impossible to assign a fixed number of conceptual tags to a 
structure. The amount of tags per construction varies between one and three, and in 
most cases the different tags map or relate to a different part of the structure. For 
example, a structure such as example 3 was assigned one tag based on the verb, since 
nothing else in the phrase offered any other guiding factors for the conceptual blend. 
(3) Stora Enso manufactures papers (Annual Report, 2003)11 
 
Figure 4. Example of conceptual tagging; 1 tag. 
A more complex phrase may warrant more tags, such as example 4, which was 
assigned two tags based on the semantic content of the verb, and the object. 
(4) We agreed to continue the dialogue (Annual Report, 2008) 
 
Figure 5. Example of conceptual tagging; 2 tags. 
 
The maximum amount of tags assigned per any phrase was three, as with the 
example 5, also based on the verb and main parts of the object structure: 
(5) We are transforming ourselves into a renewable materials company (Global 
Responsibility Report, 2013) 
                                                 
11
 The words bolded in the examples refer to the semantic units that map to the conceptual tags. 
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Figure 6. Example of conceptual tagging; 3 tags. 
 
Additionally, the temporal aspect related to the semantic unit was also 
coded along with the conceptual tag, in order to find out which tense, past, present, 
or future, was most associated with the concept and the analysed structures in 
general. As a reportive genre, the annual report could be expected to be mostly in the 
past tense, and thus any deviations from this tense can signal a purposeful discourse 
strategy. 
While it naturally needs to be acknowledged that the tags are to some degree 
subjective, and thus difficult to replicate, they were assigned by applying consistent 
rules throughout the analysis: First, each concordance line was analysed with USAS. 
Second, the level of generality of the tag assigned was evaluated, and in those cases 
where a more specific tag was deemed necessary, it was assigned within the USAS-
assigned category, given that the category was appropriate and not a false tagging. 
As mentioned, for this purpose two different dictionaries were used and compared. 
Third, the temporal aspect of each structure was evaluated and a tag assigned, so that 
each structure gained either "past", "current", or "future" tag. Fourth, similar or 
identical words and structures were tagged based on the already tagged material 
analysed prior to the reoccurring words and structures. Fifth, the conceptual tags 
closely resembling each other were grouped together and combined under one tag. A 
table listing different tags and the prototypical word mappings is provided in the 
appendix (table 7, p.74).  
Finally, it needs also to be acknowledged that the tags assigned this way 
cannot be said to map completely to the mental frames and concepts in construction 
models presented in chapter 2, since concepts are undoubtedly more nuanced. 
However, the reality of research goals and resources available mean that some 
generalisation is inevitable in order to map and compare this kind of semantic and 
phrasal information on conceptual level. To allow a comparison of different Trends, 
the concept frequencies have been standardised to instances/1000 concepts in the 
figures in the following chapter.   
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5 Findings and Analysis 
This chapter is arranged into four different sections that present the major findings of 
the study. First, chapter 5.1 offers a general picture of the concordance lines and their 
distribution in the data. Then the most frequent concepts are presented and analysed 
in chapter 5.2 in order to gain a general understanding of the conceptual image 
creation taking place in the annual reports. The Trend specific findings are presented 
in chapter 5.3. The last chapter of the section discusses the diachronic change in the 
concepts and their domains in the data. 
5.1 Concordance Lines and Their Distribution 
After duplicate lines and non-company referential structures were pruned out, the 
total count of the concordance lines was 3831, distributed across the Trends as 
presented in table 4, below. As expected, the later Trends 3 and 4 are overly 
represented in the results, due to the larger page counts, which follow general trends 
of annual report change (as discussed in chapter 2.2). 
Table 4. Concordance lines per Trends. 
 Concordance lines   
Search line input Trend 1 Trend 2 Trend 3 Trend 4 TOTAL 
Stora_NP Enso_NP \w+_V 146 384 413 517 1460 
Stora_NP Enso_NP \w+_R..\w+_V.. 8 15 18 33 74 
The_DT company_NN \w+_V.. 11 3 3 15 32 
The_DT company_NN \w+_R..\w+_V.. 0 1 0 5 6 
the_DT company_NN \w+_V.. 30 1 6 60 97 
the_DT company_NN \w+_R..\w+_V.. 1 0 0 3 4 
We_PP \w+_V.. 28 94 127 397 646 
We_PP \w+_R..\w+_V.. 1 1 28 71 101 
we_PP \w+_V.. 46 69 268 925 1308 
we_PP \w+_R..\w+_V.. 2 3 12 86 103 
TOTAL 272 571 875 2112 3831 
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However, even when taking the effect of size into account, the concordance line 
frequencies show an interesting phenomenon when it comes to referential structures: 
the preferred subject of the referential phrase always overtly expresses identity. In 
other words, THE COMPANY is barely used in the constructions (figure 7, below). This 
can be seen as a conceptual image management strategy in itself, as the agentive 
phrases are constructed in a way that pins the actions to Stora Enso as a specific 
company, instead of a general concept of a company. The use of exclusive WE12 is 
also one way of reinforcing concepts with social significance, as well as a way of 
distributing responsibility and credit. This suggests an awareness of the multiple 
audiences, or stakeholders: the first option, using WE to refer to the company as a 
social group and thus the company as a social entity, can be seen as aimed to readers 
outside of the company, whereas the second option, using WE as a way to distribute 
responsibility and credit, is mainly directed towards employees. The first way of 
using WE is essentially a social group discussing itself with outside entities, and the 
second way is the group discussing itself with its members. Naturally some of the 
effect may also be explained by the genre-specifics of annual reports, since the 
legally controlled portions may have to utilise linguistic constructions where the 
subject identity is overtly stated. 
  
Figure 7. The distribution of referential subjects in the data. 
 
                                                 
12
 Cases of inclusive we¸ such as we are used to plastic around us, were pruned out prior to analysis, 
since the point of reference in the context is not the company, but human species in general.  
Stora Enso ; 
1534 ; 40%
We / we; 2158 ; 
56%
The company / 
the company; 
139 ; 4%
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5.2 Most Frequent Conceptual Tags 
 
Figure 8. Most frequent concepts overall. 
 
As figure 8 illustrates, the three most common blended concepts are social entity, 
business, and affluence, regardless of the Trend in question. The frequencies of these 
three concepts alone make up 21% of all the tagged concepts, total being 7866 (table 
7, p.74), and they show up as the most common within every observed trend. 
Keeping in mind the primary purposes of the annual report as a document, this is not 
a surprising finding.  
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The other conceptual tags within the 28 most common13 ones are varied, 
drawing in from multiple conceptual domains, especially during Trends 3 and 4. In 
addition, all of these concepts are either positive or neutral in nature, a result which is 
unsurprising, considering that one of the major purposes of annual reports is that of 
image management (chapter 2.2.1). These most common concepts together make up 
84% of the tagged concepts. This means that over 70% of the tagged concepts appear 
only a few times, over third of them less than 10 times in the entire dataset. 
This fragmentation can be explained with the topic specificity of the later 
texts: Trends 3 and 4 are characterised by magazine-like layout and topics, and they 
focus on different projects and aspects of the past corporate year, touching many of 
the topics only once, at least in the context of an overtly characterising structure 
(table 3, p. 31). Hence, for example, the text may mention a mill in China (example 
6) but the following structures differ from the searched ones and focus on the 
characterisation of the mill, and these conceptual links cannot be captured within the 
limited structural point of view of this study. Furthermore, it can also be argued that 
such links, which would result in higher frequencies, may be too removed to 
constitute a conceptual blend with the concept of the company. 
(6) Stora Enso has a packaging mill in Chennai. (Global Responsibility Report, 2013) 
This kind of saturated distribution of word usage is not uncommon, nor was 
it unexpected. Even if the fact that certain structures and words are more common in 
English than others is ignored, the genre of annual reports prefers topics of business 
and business-related concepts and semantic units. This explains the presence of 
concepts such as business, affluence, producer, owner, and legal, especially in Trend 
1. The primary purpose of the annual report genre is to offer an account of the 
financial situation, and this is reflected in these concepts. However, while this 
particular topicality is dictated by the primary purpose, it may also be a 
communicative strategy meant to signal financial stability and competence. 
Interestingly, these expected "hard values"-concepts appear about as 
frequently as the concepts relating to softer values and social aspects, such as social 
entity, ethics, dialogue, environment, CSR, or sustainability. During later Trends, the 
concept of legality is often blended together with the CSR-related concepts, and 
concept of ownership co-occurs often with that of a protector and helper. This 
                                                 
13
 Chosen because each of them appears more than 100 times in the entire dataset. 
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suggests a deliberate identity change, or a genuine reconceptualisation of the 
company values, which builds on earlier image rather than abandons or denies it. 
These findings seem to be consistent with earlier research (discussed in chapter 
2.2.4), since as a member of a so called high-impact industry, Stora Enso is 
undoubtedly at the centre of media and NGO scrutiny. In other words, conceptually 
Stora Enso is reusing the old image constructs, but by adding new concepts to the 
blends, they are reorganising the specifics of the blends. Thus instead of merely 
owning a plantation, they are owning and taking care of it, and by choice of 
plantation protecting nature: 
(7) Stora Enso never converts natural forests or protected areas into plantations. 
(Global Responsibility Report, 2014)  
This reorganisation can also be seen partially as an answer to the distrust 
towards company self-reporting. Some evidence of the consciousness of the distrust 
can be found in those instances where there is an overt structure referring to the fact:  
(8) […] we do not just talk about our aims, but actually do something towards them – 
something that you can measure and follow. (Global Responsibility Report, 2013) 
 At the same time the company can communicate competence with the overt 
concepts of oversight of the various processes and projects. 
The prevalent concept of social entity, or more specifically the blend of 
Stora Enso as a social entity, can also be explained in the light of the earlier studies. 
During the past few decades the society has been moulded by information 
technology, and as communication has become easier, dialogue has become the 
expected norm in many areas of life, including business. This has affected the 
trajectory of change for annual reports, as they have moved towards public discourse 
domain as an answer to the expectations of the public and investors alike. Thus it has 
become increasingly the norm to present companies as active social parties in 
preservation of environment and advocating of social justice (Cho et al., 2015; 
Domenec, 2012). Furthermore, by presenting the company as a socially responsive 
entity, Stora Enso may aim to communicate with investors in a way which underlines 
and acknowledges the power these stakeholders have over the company. 
(9) At Stora Enso we always take human rights impacts into consideration throughout 
the life cycle of our operations (Global Responsibility Report, 2013) 
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(10) Stora Enso intends to reduce around 300 positions in administrative functions and 
shared services in the UK, Finland, Sweden and Germany, out of a current total 
staff of approximately 850. (Annual Report, 2007) 
(11) During 2012 we reviewed our Global Responsibility strategy to make it better 
reflect our operational environment and the direction the Group is taking. (Global 
Responsibility Report, 2013) 
The concept and role of a planner (examples 9, 10, and 11) is another one 
that is frequent in all of the Trends. The concept maps to semantic units such as 
PLAN, STRATEGY, PREPARE, or TAKE INTO CONSIDERATION. The concept helps the 
company to build an image of proactive competence, as well as communicate their 
actual brand related strategy. Both these factors are the expected norm for 
contemporary major companies. Another closely related concept is that of 
introspection, which was most commonly used in the data to communicate company 
values and opinions, with mapping to semantic units such as FEEL, and phrases that 
denote an emotional state, such as TO BE PROUD/CONVINCED/EXCITED. The 
anthropomorphising qualities can also be seen as supporting the company identity 
and role as a social entity, instead of an abstract corporation group.  
(12) We feel very good about our corporate responsibility – a lot better than some of the 
media feels about it, to be precise. (Annual Report, 2009) 
(13) Stora Enso sees responsible operations as a prerequisite for the success of these 
investments. (Global Responsibility Report, 2014) 
As a whole, it seems obvious that there is purposeful conceptual blending in 
the self-representation of the annual reports, either consciously or unconsciously: 
Stora Enso is presented as a proactive and robust social actor in the world 
consistently through the years. However, the more nuanced specifics governing the 
blend seem to change between the different annual report Trends, as the structural 
change of the document towards modularity throughout the years also suggests. 
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5.3 Concepts by Trends 
Even though certain genre specific topics and concepts are constant throughout the 
years, there are some differences in the breakdown of them between the different 
Trends. This chapter presents the trend-specific highest frequency concepts, as well 
as the temporal aspects related to them. 
5.3.1 Trend 1 -Prototypical Annual Report: 1999-2000 
 
Figure 9. Most frequent concepts and temporal aspects of Trend 1. 
As illustrated by figure 9, the most frequent concepts of Trend 1 are in line with the 
prototypical nature of the documents within the period. Affluence and business 
concepts (examples 14 and 15) are strongly represented throughout the data, most 
often in conceptual blends where the company is positioned as an owner or a seller, 
and unlike with other Trends, mostly in the past tense. This corresponds with the 
0 2 4 6 8 10 12 14
affluence
business
social entity
planner
legal
producer
power
goal
owner
employer
introspection
receiver
success
global
oversight
helper
dialogue
robust
organisation
follower
partner
developer
management
environment
Instances / 1000 concepts
past
current
future
42 
 
 
information giving purpose identified by Ditlevsen (2012), as the document is 
primarily giving an account of the past fiscal year. Naturally the fact that Trend 1 has 
only one document per year, a document which was taken fully into the corpus, also 
affects these results: The frequencies of the concepts are smaller than those of the 
other Trends due to the large difference in both word counts (table 2, p. 27) as well 
as concordance lines (table 4, p. 35), and the legally obligated portions are included 
in the data. However, while this is a factor that needs to be kept in mind while 
comparing the different Trends, it does reflect the reality of the annual reports of this 
period. They are shorter, have lower word counts, and fewer linguistic structures. 
While these factors make the earliest annual reports of the data quite different from 
the latest ones, the findings do offer a baseline of conceptual image management the 
company was doing at the time. During this period, the company had not yet felt a 
need to highlight the narrative portions of the annual report, unlike during later 
Trends. 
(14) In 2001 Stora Enso acquired the outstanding 26.5% minority holding of Stora Enso 
Timber Oy Ltd from the Austrian company SPB Beteiligungsverwaltung GmbH. 
(Annual Report, 2000) 
(15) In January 2000 Stora Enso sold its Stockholm office with a capital gain of EUR 23 
million. (Annual Report, 1999) 
In the light of the earlier studies and the observed financial focus of the 
documents of this period, it is interesting to notice that the concept of social entity is 
already present during this time period. It maps most strongly to the word 
ANNOUNCED, which is a fairly standardised expression in annual reporting as a 
reference to corporate discourse, but a not a legally mandated part of it. This result 
can be seen as an image management tool, as Stora Enso wishes that the stakeholders 
view it as an attractive partner willing to communicate with relevant parties. 
(16) Stora Enso has implemented the announced strategy gradually throughout 1999. 
(Annual Report, 1999) 
Other, more "hard values"-concepts prevalent in the data are planner 
(example 17), producer (18), power (19,) owner (19), employer (20), and success 
(21). All of these were used to communicate a strong financial and operational 
position, usually accompanied by quantifiable evidence of the claims, such as 
financial information or production plant information.  
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(17) In accordance with earlier announcements the company still has its remaining plan 
to sell its PVO shares and the Gruvön mill in Sweden. (Annual Report, 1999) 
(18) Stora Enso also conducts extensive sawmilling operations. (Annual Report, 1999) 
(19) At the year end Stora Enso held 98.7% of the shares. (Annual Report, 1999) 
(20) Stora Enso has 600 fulltime R&D employees (Annual Report, 1999) 
(21) We doubled the amount of synergy benefits estimated for 1999. (Annual Report, 
1999) 
In contrast, the concept follower was used very rarely, even though it was 
always presented in relation to the mandatory nature of the legally obligated auditing. 
This may be because drawing attention to the lack of power in terms of reporting 
might be seen as contradictory to the image the company is building. The concept 
employer was also utilised only in a recounting manner, constructing a blend of 
ownership of sorts (22), instead of more specific portrayal of the nature of the 
company as an employer, which was typical for later Trends. 
(22) Stora Enso has more than 1,200 employees in the marketing and sales network 
(Annual Report, 2000) 
(23) In this area too, we have received external recognition. (Annual Report, 2000) 
Another concept that seemingly communicates a less powerful position, 
receiver (23), referred in the data to semantic units and structures that imply outside 
influence and decision. A blend resulting from this kind of structure puts the 
company in the role of a receiver, where they are given something valuable by 
someone, or something, that has no mandatory reason to do so. The blend also 
utilises social undertones by using the exclusive we, as well as portraying a situation 
which by the virtue of at least two participants, the giving, is social. The concept 
receiver was associated every time with positive things, such as being certificated, or 
being included in top tiers of business ranking lists. This too can be seen as a 
conceptual image management tool, since it blends "objective" positive concept(s) 
with Stora Enso, overcoming the default suspicion many readers have towards 
company self-reported success. This is not to say the self-reported success was 
absent from the data, since it is a staple of prototypical annual report communication. 
The concept of success was associated with words like SUCCESSFUL, and DOUBLED 
(21). However, as can be seen from figure 9, even within this prototypical Trend, the 
concept is rare and reported in past tense in relation to quantifiable feats. This may 
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be a sign of change in the preferred image building, as generalised winner-image is 
giving away to more nuanced and specific portrayal of the company. 
(24) […] Stora enso is already present in China and Thailand. (Annual Report, 1999) 
While globalisation is the norm for all major companies and politics today, 
it was still a relatively rare concept in the data within this period. The concept global 
is used only in the present tense, presumably to communicate an idea of robustness, 
as well as to give factual information of the current organisational state of the 
company (24). The fact that Stora Enso expanded its operations considerably only 
after the time period of Trend 1, is also likely behind the relative infrequency of the 
concept. 
(25) In spring 1999 Stora Enso adopted its Environmental and Social Responsibility 
Policy. (Annual Report, 1999) 
Final idiosyncrasy of Trend 1 comes with the concept of environment. 
While it was used mostly in relation plantations owned by the company, 
environmentally aware points of view were also present few times. Even overt 
reference to corporate social responsibility was present twice in the data (23 and 25). 
This is in line with earlier studies that suggest high-impact primary sector companies 
are on one hand more forced to incorporate CSR as communicational strategy as well 
as operational one earlier than low-impact companies, and on other more likely to be 
aware of CSR as an image building tool (as discussed in chapter 2.2.4).  
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5.3.2 Trend 2 -Transition Phase: 2001-2006 
 
Figure 10. Most frequent concepts and temporal aspects of Trend 2. 
As illustrated by figure 10, the three most common concepts in Trend 2 still are 
affluence, business, and social entity. However, where Trend 1 was characterised by 
prototypical recounting narrative in the past tense and ownership-blends, Trend 2 
seems to move towards present tense and more complex blends in nearly all of the 
constructions incorporating these concepts. The decision of using the present tense 
creates a continuum and sense of stability. This in turn implies robustness of the 
company with implications of future activity, without actually hamstringing the 
company to any obligations, which might be inferred from an overtly future 
orientated structure. The only concept which, quite understandably, is slightly more 
strongly tied with futuristic expressions is that of goal (26). 
(26) Stora Enso aims to create a global high-performance organization with motivated 
employees.  (Annual Report, 2006) 
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(27) Stora Enso serves its mainly business-to-business customers through its own global 
sales and marketing network. (Annual Report, 2005) 
(28) We promote communication and the well-being of people by turning renewable 
fibre into paper, packaging and processed wood products. (Annual Report, 2004) 
An interesting change in the most frequent concepts in relation to Trend 1 is 
that of helper, which was used for a dual purpose: First of all, whenever it co-
occurred with business, or producer (27), it was targeted towards customers. Instead 
of selling, the company OFFERED wide range of products, or SERVED customers. In 
terms of image management, the situation is analogous to the one described in 
chapter 5.1 with socially responsive entity. In these situations, Stora Enso 
acknowledges the power of the customer in capitalist system, but at the same time 
the backgrounded concept of selling may communicate a strong market position. In 
other words, by constructing this type of conceptual blend, the company does not 
give itself a role of a seller in the blend, but it merely has to offer them and they will 
be bought. Secondly, if helper co-occurred with social entity (28), it was in relation 
to ethics (e.g. human rights, gender diversity, or freedom of speech) or some other 
value widely shared in Western cultures, like dialogue or communication. This blend 
presents Stora Enso as a member of Western culture in the social sense, advocating 
for shared values, and may be used to build an inclusive member identity on basis of 
those shared values. They also sometimes did combine these values with the 
company’s products in the conceptual blend, creating a positive link between their 
own business-ventures and the life of the recipient (28). 
(29) […] today Stora Enso is an international Group that is becoming increasingly 
global (Annual Report, 2002) 
(30) We intend to be responsible wherever we operate. (Annual Report, 2001) 
(31) […] concept has been successful in Russia, and we hope to adapt this to new 
locations elsewhere in the country. (Annual Report, 2005) 
This change in the value-concepts is likely due to the change in the 
frequency of concept of global (29, 30, and 31), which was more frequent partially 
because of larger dataset, and partially because of the fact the company became a 
global operator in much larger volume than before during this period. A global 
company has to face more varied ethical issues due to the operating environments in 
developing countries. Much because of the same reason, they are more likely to be at 
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the centre of attention of NGOs, and thus the issue needs to be addressed in the 
corporate discourse and communication (30).  
The rise in the frequency of oversight is also related to the changed 
communicational and ethical situation. While oversight was present already in Trend 
1, there it referred to solely financial matters. In Trend 2, it is slowly starting to gain 
more varied co-occurring concepts in the blends, as the ethical and environmental 
issues gain more gravity in media and public discourse during this time period. The 
main point of reference was still financial (32), and the words the concept maps to 
those of AUDITING and FINANCIAL REPORT, but there were instances of oversight in 
relation to self-policing of the ethical conduct of the company, e.g. in terms of the 
suppliers of wood, and gender diversity within the company (33). 
(32) In addition, Stora Enso makes an annual reconciliation with US GAAP (Form 20-
F). (Annual Report, 2004) 
(33) Groupwide targets and clear governance are used to monitor and measure how 
well Stora Enso performs in terms of sustainability. (Annual Report, 2005) 
(34) Stora Enso ensures continuity and the transfer of know-how between generations by 
recruiting the most talented candidates. (Annual Report, 2004) 
Similarly, the concept of employer is undergoing some changes during this 
Trend. While it was still used mostly akin to the way it was used in Trend 1, there 
were some instances where the company is characterised as an employer (34). In this 
kind of blend the company positions itself as an intermediary connecting generations 
and as a benefactor keeping up the cumulative knowledge of people. The secondary 
blend comes from the by-structure, where Stora Enso evokes the blend of an 
employer hiring best possible people. Generally, the phrases connected to the 
concept of employer carried positive characterisations of the employees, allowing for 
positive conceptual self-portrayal for all participants of the blend. While this allows 
for very positive image building for the company, it also can be used a strategy to 
affect the internal stakeholders, as the conceptual construct projected to employees is 
flattering.  
(35) Stora Enso has systematically improved productivity and asset quality over the 
past four years. (Annual Report, 2005) 
(36) We have carried out a feasibility study on building an additional fibre line at 
Veracel, and the findings are promising. (Annual Report, 2006) 
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The concept of reformer is a new addition in the Trend 2 in comparison to 
Trend 1. During this period, it maps to words implying changed production 
processes. The concept of researcher was also strongly tied to this context (35 and 
36).  
Finally, the concept of CSR became more common in Trend 2, but 
interestingly the phrases that used the concept were fairly evenly split between active 
constructions where the company is positioned in the blend as an entity 
encompassing many good qualities (37), and more passive receiver-constructions 
(38). As mentioned before, this can be seen as an image management tool, since 
certification and other honours rewarded by presumably objective third-party entity 
are deemed more trustworthy as an indicator of CSR conduct than company's own 
presentation of the matter. However, since both types of constructions are used, it 
may be that during this period Stora Enso began to actively use social responsibility 
as an identity building and conceptual image management tool. 
(37) Stora Enso is socially responsible, global in its operations and local in its 
commitment to customers, employees and other stakeholders, and to the 
communities in which it operates. (Annual Report, 2002) 
(38) Stora Enso is also included in the FTSE4Good index. (Annual Report, 2003) 
 Overall, Trend 2 can already be seen as showing signs of more varied 
lexico-conceptual strategies than Trend 1, as well as early signs of change in identity 
building through more varied conceptual blends. In other words, while the concepts 
are to a large degree similar as before, they are used in more varied contexts, and 
blended with more varied domains of concepts. Trend 2 is also showing some 
sensitivity towards the media and cultural hot-topics on conceptual level, as could be 
expected based on earlier research. 
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5.3.3 Trend 3 -Abandoning the Prototype: 2007-2008 
 
Figure 11. Most frequent concepts and temporal aspects of Trend 3. 
As the structure and layout changed drastically during the period of Trend 3, it seems 
that conceptually and temporally there was slight countermove back towards the 
concepts and past tense that characterise Trend 1, as illustrated by figure 11. The 
most frequent concepts are still business, social entity, and affluence, but their order 
has changed. While the change is not large, it may be that the change of CEO is 
reflected both in the structural and layout choices, as well as with the concept of 
business and identity seeking (39). On the other hand, the concept of business most 
often mapped to words describing business decisions made past fiscal year, such as a 
large number of DIVESTMENTS, so its increased relevance may simply be just a matter 
of larger degrees of activity the past fiscal year (40 and 41). In either case, one of the 
most prevalent conceptual blends of this Trend is one where the company is 
positioned either as a business by the virtue of the properties attached to it, or as an 
agent engaged in business-related activities. 
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(39) To support the implementation of the revised business practice principle, Stora Enso 
also developed new business practice guidelines in 2007. (Annual Report, 2007) 
(40) On 21 December 2007 Stora Enso finalised the divestment of its North American 
subsidiary Stora Enso North America, Inc (SENA) to NewPage Corporation. 
(Annual Report, 2007) 
(41) The debt structure of Stora Enso is focused on capital markets, whereas banks are 
utilised primarily to provide back-up facilities. (Annual Report, 2008) 
The concept of legal still most strongly maps to words meaning legal 
agreements and financial reporting, but during this period it is starting to gain more 
blended uses as company initiated forest certification starts becoming more common 
(42). Likewise, the concepts blended together with producer are starting to become 
more varied in Trend 3 (42 and 43), as the company production line grew to include 
biomaterials for building and interior design. This can be seen as a sign of factual 
image management. In other words, the concepts emerge because of actual real life 
changes dictate the topicality, but the choice of foregrounding these issues is choice 
of identity building and image management. 
(42) In order to help promote FSC, we have established FSC-certification groups to 
offset costs to small forest owners in Estonia, Lithuania, Finland and Sweden. 
(Annual Report 2008) 
(43) […] how can we make food packaging more environmentally friendly and 
provide better opportunities for branding? (Annual Report, 2008) 
(44) We also plan to improve our cost-efficiency further and develop more packaging 
innovations and solutions. (Annual Report, 2008) 
(45) Stora Enso conducts research and development activities through Oy 
Keskuslaboratorio Ab (“KCL”), in which a 30% interest is held. (Annual Report, 
2007) 
In Trend 3, there seems to be slightly less aversion towards futuristic 
concept use, which is most evident with the concepts planner (44) and researcher 
(45). During this period, the company is making overt future reaching statements of 
their plans. In addition, they are also justifying these statements by basing their plans 
on research and evaluations. This can be seen in the light of the transitioning and 
change in top management, as mentioned before. To present the company as a 
proactive and planning entity may be a conscious way of communicating a positive 
image to investors, who are undoubtedly interested in the direction the company is 
taking under the new CEO, especially after a harder fiscal year. The increased 
amount of introspection related semantic units in Trend 3 (46 and 47) may also be 
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due to these factors, since they were often connected with company characterising 
constructions and links to future endeavours. 
(46) We firmly believe that our industry’s sustainable business model will become a 
major competitive advantage over other materials. (Annual Report, 2008) 
(47) We still believe that we have to continue on the course defined in our plans 
announced on 25 October 2007 (Annual Report, 2007) 
(48) […] companies, which Stora Enso controls through management agreements with 
majority shareholders (Annual Report, 2008) 
(49) Associated Companies, where Stora Enso exercises significant influence, generally 
considered to be where the Group has voting rights of between 20% and 50%, are 
accounted for using the equity method (Annual Report, 2008) 
(50) Stora Enso commissioned csrnetwork to undertake an independent assurance of its 
2007 sustainability reporting and data. (Annual Report, 2007) 
Another conceptual idiosyncrasy of Trend 3, and behaviour related to 
building an image of robust company, is that of power. While not among the top 
concepts used in the entire dataset, it is still among the most frequent (figure 8, p. 
37). When looking at the Trend specific concepts, it is most prevalent during this 
period, and maps to semantic units such as CONTROL, COMMISSIONED, and even 
EXERCISES SIGNIFICANT INFLUENCE (48, 49, AND 50). Together with the concept of 
reformer, an interesting pattern supporting the idea of company change under new 
leadership can be seen. On one hand, there is overt conceptual image management in 
order to communicate a position of power through blending activities of power with 
the concept of the company, but on other hand there are organisational and real world 
changes which affect the company strongly in a more negative way. This type of 
response communicating the strength of a company when influenced by uncertain 
real life factors would be in line with earlier studies (Yuthas, Rogers and Dillard, 
2002). 
 Finally, in terms of CSR and CSR-related concepts, Trend 3 is less 
characterised by overt use of the concept CSR or responsibility, but adopts a more 
topical approach. Environment, climate change, and sustainability (51, 52, and 53) 
were all present in Trend 3, often co-occurring with the concept of obligation. In 
these constructs, Stora Enso not only acknowledges the issues, but also states overt 
commitment (52). Interestingly, all obligation related concepts were environmental 
in nature, instead of other expected fields e.g. legal. This suggests a further 
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development of CSR as an image management strategy: instead of listing the facts 
and figures and possible related certificates, a more overt discourse strategy was 
deemed necessary. In addition, the concept worker was also co-occurring with these 
environmental concepts. This conceptual blend constructs Stora Enso as an active 
entity working for better future, presumably akin to the potential readers of the 
annual report.  
(51) Thanks to our traceability system, we know where all the wood we use comes from. 
(Annual Report, 2007) 
(52) Stora Enso has set a CO2 reduction target of 20% from 2006 levels by 2020. 
(Annual Report, 2008) 
(53) We are moving towards more sustainable solutions, both because the nature of the 
forest products industry presents good opportunities to curb climate change, and 
because we are actively working to reduce our carbon dioxide (CO2) emissions. 
We fully intend to leverage this unique position with solutions based on renewable 
materials that benefit people, the planet and our business. (Annual Report, 2008) 
5.3.4 Trend 4 -Focus on CSR: 2009 - 
 
Figure 12. Most frequent concepts and temporal aspects of Trend 4. 
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Trend 4 is the most conceptually varied as well as proportionally the largest one in 
the entire data, as illustrated by figure 12 and 8. It is characterised by concepts such 
as social entity and global (54 and 55), instead of the prevalent concepts of business, 
and affluence that are most common in other Trends. The obvious reason for this is 
the choice of material in the corpus building phase. Trend 4 is fully modularised, 
with all financial information separated from the larger CSR-focused documents. In 
this light, the fact that business and affluence (56) are this strongly present at all is 
interesting. It seems that these "hard" values and quantifiable concepts are 
foregrounded along with the environmental and social ones even in the documents 
that should be as removed as possible from the primary purpose of annual reports. 
This suggests that the conceptual image building is purposefully using the "basic" 
concepts associated with Stora Enso in the blends with the CSR-concepts. This may 
be once again dictated by real life factors, as global business ventures are the reason 
for social conduct in other countries, but it may also be a conscious attempt to take 
investors and other major stakeholders into account even in the document modules 
that do not offer financial information. In addition, semantic presentation more akin 
to the legally mandated reporting may help to lend credibility to more ill-defined 
CSR activities. 
(54) […] and we engage with landless people’s social movements in Brazil to find 
common ground on land use issues and cooperation. (Global Responsibility Report, 
2013) 
(55) Stora Enso is the global rethinker of the packaging, paper and wood products 
industry. (Rethink-magazine, 2010) 
(56) In 2014, Stora Enso acquired the US based biotech company Virdia, a leading 
developer of biomass extraction and separation technologies. (Progress Book, 2014) 
(57) We believe diversity is a key factor behind improved performance and innovation. 
When assessing diversity within Stora Enso we consider aspects such as gender, age, 
nationality and individual differences like varying experiences. (Global 
Responsibility Report, 2014) 
The role of the concept introspection has become more important during 
this period. The magazine-like document types characteristic to Trend 4 essentially 
fall under category of "topics of special interest", and are used to communicate the 
company stance to the intended audiences. Especially with the Rethink-magazine, a 
major part of the intended audience seems consist of low-level workers within Stora 
Enso, since the topics chosen are company related human interest stories, and 
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presented using layout choices more characteristic of tabloids and magazines than 
annual reports. Thus the documents can be, and are, used to ensure uniformity of 
values and ideas about company identity throughout the organisation. In example 57, 
the constructed blend positions the company as a social group, which holds certain 
believes and values such as diversity as a positive phenomenon. The constructed 
blend not only communicates values to the reader, but in case of the employees, 
offers a model to follow if they wish to belong to the social group. 
Another interesting phenomenon in relation to these narrative documents is 
their role in reporting negative events, such as conflicts over land ownership or 
negative media attention, through a company employee interview. This allows for 
further reinforcing the idea of shared responsibility, first presenting the issue and 
then allowing the employees to "solve" it. It also enables the company to distance 
themselves from the undesirable issues: the cases of negative connotations in the 
discourse are isolated, few in number, and communicated through indirect speech. 
Conceptually such events are characterised by lack of power. As figure 12 shows, the 
concept is not among the frequent ones, as it potentially could go against the 
conceptual blend of a powerful company Stora Enso creates with semantic choices. 
(58) During 2014 we were nevertheless forced to terminate seven supplier relationships 
due to suppliers’ unwillingness to commit to the code. (Global Responsibility 
Report, 2014) 
(59) In 2009 we had to take a number of tough measures to improve efficiency and 
manage supply costs carefully. (Annual Report, 2009) 
The concepts of environment and oversight are co-occurring ones 
throughout Trend 4. This is not a surprising observation in light of the fact the last 
two years of the time period covered by the Trend have separate documents for CSR 
reporting. These documents, among other things, outline the safety measures and 
processes in place to evaluate and control the environmental and social impacts the 
company operations have globally. Once again, certification and concept of legality 
come to play in these conceptual blends. Thus the company can present itself as an 
actively responsible entity driven by inner motivation, as well as present more 
objective recognition of their actions and behaviour through the receiver-blends and 
other blends incorporating certification. 
(60) We report on our greenhouse gases in three areas (Global Responsibility Report, 
2013) 
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(61) In Guangxi, China, we have been running a water monitoring programme in our 
leased plantations together with Guangxi University since 2011. (Global 
Responsibility Report, 2013) 
(62) In China, we expanded our FSC certificate by obtaining FSC Chain-of-Custody 
certification for our plantation operations in Guangxi. (Global Responsibility 
Report, 2013) 
A major identity related concept during this period is reformer (67), as 
partially implied by the name of the Rethink-magazine. Reformer co-occurs with 
CSR-related concepts (63), as well as with organisation (64), business, management, 
and, quite naturally, active change. This suggests that during this time period, there 
has been large conscious drive to restructure and reimagine the company, and that 
annual reporting has been integrated in this process as one of the tools for identity 
reshaping (65). Some of the external reasons presented relate to the concepts of 
sustainability and ethics, which can be seen as a response to the value focus of 
Western contemporary culture, and purposeful identity creation through it, both 
lexico-conceptually as well as in action. Once again, this can be seen as a sign of 
multiple intended audiences. NGOs and individual environmentally aware people are 
undoubtedly interested in the reported factual impacts of the company, both positive 
and negative, but internal stakeholders, the employees, can also be seen as the target 
of the identity presentation. Managerial trends have lately focused on employers and 
companies as social groups for the employees, and stressed the importance of 
including the workers on all appropriate levels of strategy. Company image can be 
seen inarguably as a relevant level for all employees, since they are representing the 
company. The frequency of the concept employer is also related to this focus. 
(63) Stora Enso has taken a new approach to corporate responsibility. (Rethink-
magazine, 2010) 
(64) In 2013 we continued our restructuring process, which is largely driven by the 
decline in the global paper market. (Global Responsibility Report, 2013) 
(65) […] we as Stora Enso need to complete our transformation into a value-creating 
global renewable materials company. (Rethink-magazine, 2010) 
(66) Stora Enso has redefined itself from a European forest company to a renewable 
materials company operating in growth markets. (Rethink-magazine, 2010) 
(67) And we found that we needed to go from being one of the biggest companies within 
the biomaterials, paper, packaging, and wood products industry to being the most 
successful and innovative company in the world of renewable materials. (Rethink-
magazine, 2013) 
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Trend 4 also has success as a frequent concept, unlike Trends 3 and 4. It is 
also presented in present tense, as opposed to the past preference of Trend 1. 
Interestingly, it is not used together with business related concepts, as it was in the 
prototypical documents of Trend 1. During this period, success is blended together 
naturally with goal (68), but the other blend governing concepts come from ethics 
(69), reformer (70), and sustainability (71). It seems that the concept has reappeared, 
but within quite different conceptual domain. This may be because of the nature of 
the documents chosen for the corpus from this time period, but it may also be a 
signal of a conceptual reorganisation within Stora Enso. In other words, the growing 
focus of outside entities on social and environmental values may have caused a shift 
in the conceptual content of success within the company. The earlier financially 
saturated definition for the concept has expanded to include other, social and 
environmental, domains. Sometimes the CSR-related concepts are also blended 
together in constructions portraying business success, positioning the company as 
successful or a winner because of these CSR-related concepts. 
(68) The company has certainly succeeded in those goals. (Rethink-magazine, 2012) 
(69) An important milestone was reached when we met our target to perform human 
rights assessments covering all our operations by the end of 2014. (Global 
Responsibility Report, 2014) 
(70) The asset restructuring also means that we have become very flexible. We cannot 
predict year 2010 but the good thing is that we have flexibility in our asset base. 
That will help us. (Annual Report, 2009) 
(71) According to our mission statement we win with sustainable and renewable paper 
solutions for print media and office use. (Rethink-magazine, 2010) 
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5.4 Diachronic Change in Conceptual Domains 
 
Figure 13. Diachronic change in the conceptual domains. 
Figure 13 shows the differences in conceptual domains throughout the Trends. As 
could be expected from the increased word counts and higher frequencies of 
concepts, none of the domains disappeared or became rare during the periods. 
However, it seems that the utilisation of different domains has changed, and is quite 
probably changing still as the company continues to face new situations and 
challenges, and as the annual report evolves as a genre.  
As mentioned in the earlier chapters, one of the most prevalent conceptual 
domains, especially during the latest annual reports, has been the social domain. As 
mentioned, this likely partially stems from Stora Enso’s desire to create an image of 
the company as an active, social, and responsible entity, but it also reflects the nature 
of the information era, where dialogue and exchange are mandatory from all parties 
in society. Furthermore, the purpose of the annual report as a genre is to 
communicate information to interested parties. The social domain also contains some 
concepts related to Western society’s ideas of success, such as leader, which help to 
further communicate positive imagery through the conceptual blends. However, if 
the number of the social concepts is viewed proportionately to the total amount of the 
concepts of Trend 4 (figure 13) it is obvious that the high frequency of the social 
concepts relates to the higher count of the conceptual blends in general. While the 
role of a social entity is clearly important to the company, it has not seen quite as 
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dramatic an increase as the frequencies would suggest on first glance. Furthermore, it 
needs to be noted that the social concept blends during the earlier years of Trend 1 
are quite different from the social concepts of the Trend 4. The concepts of the 
earlier period mostly relate to communication with the stockholders, whereas the 
later period concepts have to do with the communication about CSR and 
environmental values. Had the modules of the annual reports dealing with the 
numerical reality of the company been included in the corpus, the proportion of the 
social concepts would likely be larger in later Trends. 
Another interesting change in the conceptual domains is the prevalence of 
the traditional business and “hard value” concepts throughout the data. With the 
general trajectory of annual reports to include more and more CSR-related concepts, 
and with the focus of social behaviour of the company, a sharper decrease in the 
frequency of the old-fashioned business concepts could have been expected. 
However, they are prevalent in each of the Trends, and their mean frequency also 
increased with time. The increase is not as steep as with the other domains though, 
and it seems that this particular domain is giving way for CSR and “soft value” 
related conceptual image management (figure 13). Perhaps in the future these 
concepts will become a minority in the narrative modules of the annual report. As of 
now though, the company seems confident to continue to communicate robustness 
and business success in all portions of their annual reports, including the narrative 
ones. 
6 Discussion and Implications 
This chapter is divided into two sections. The first one discusses the methodological 
issues and factors that pertain to this study, such as uneven word counts between the 
Trends, and consistency of conceptual tagging. The second section discusses the 
findings of the chapter 5 as a whole, and what conclusions can be drawn from the 
analysis based on the earlier research on the annual report. 
6.1 Methodological Factors and Issues 
As mentioned in chapter 4, the methodological choices stemming from the theory of 
conceptual blending and lexico-conceptual modelling have particular issues attached 
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to them. These issues can be divided into two major groups: sampling factors, and 
semantic conversion issues. 
The first issues rise from the sampling related factors. The data chosen for 
the corpus is by no means randomly distributed in its nature, but chosen for specific 
qualities of the texts. The main threshold for the choice process was whether the text 
contained narrative, or not. This choice means that the data is potentially biased 
towards certain types of structures, especially with the earlier periods such as Trend 
1 and 2, which contain both narrative modules and the numerical ones. However, as 
can be seen from the results (chapter 5), even with the exclusion of the legally 
mandated financial portions, similar concepts are present consistently throughout the 
time periods. 
The periods, the Trends, are not wholly unproblematic either. They are not 
evenly proportioned in years, or in words (table 2, p.27), which may mean that some 
of the increase in the word counts and concepts used could potentially reflect the 
difference in size rather than an observable trend in identity and narrative 
construction. Additionally, the size difference of the Trends means that statistical 
significance cannot be easily calculated. However, by artificially controlling the 
Trends and chunking the data into equal groups, either equal in their word counts or 
in their years, would misrepresent the data, in which the different types of annual 
reports are clearly observable both in the amount of the content as well as the 
specifics of presentation (for examples of the different layout choices see appendix). 
Thus the choice was made to follow these changes occurring in the data. 
Furthermore, there appears to be consistent conceptual change over time even when 
the data size differences are kept in mind (chapter 5.2 and figure 13, page 56) and 
other than for the last Trend, the frequency of the concepts per word count is not 
drastically different in different Trends (table 5, below). There is a steady increase of 
words and concepts, and likewise there is a steady increase of the NP (+ADVERB) + 
PREDICATE structures that are the focus of this study. 
Table 5. Concepts per Word Count 
 Trend 1 Trend 2 Trend 3 Trend 4 
Word Count 98,251 144,718 207,628 256,095 
Concepts 556 1,155 1,763 4,392 
Concepts per 1000 Words 5.66 7.99 8.5 17,15 
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A second source of issues rises from semantic tagging and conceptual 
conversion, as presented in the chapter 4. As mentioned, the USAS-tagger is a good 
baseline, but needs constant revision as the results are analysed (Archer, 2014). 
Furthermore, the semantic information of the lexical units may be too specific to use 
it as a conceptual tag itself, since connotations are in the light of the blending theory 
often guiding factors in the construction of the blend, rather than components on 
their own. However, as there for now is no replicable algorithm for such 
classification of linguistic data, the only option for conceptual analysis of the data 
was manual data-driven categorisation.  
This approach naturally leads to a danger of subjectivity of classification 
when assigning the conceptual tags. And to a degree the conceptual tags of this study 
are subjective, as most, if not all, similar data-driven analysis methods are subjective. 
To avoid most of the pitfalls of a non-standardised approach, as stated in chapter 4, 
certain steps were taken to ensure minimal amount of subjective variation in the 
tagging. Most important ones of these rules was first a dictionary driven tag choice, 
and second the consistent use of one tag to the same semantic units, if the 
collocations and cotext did not give a good reason to do otherwise. However, it needs 
to be acknowledged that this methodology is still in early stages and work-in-
progress, and despite efforts to ensure consistency, the results may have subjective 
mistakes and mistaggings. It needs further work and development into a more 
automated system in order to enable full replicability, and tackle larger quantities of 
data. One possibility would be a weighed network, in which the adjacent semantic 
units are taken into account in deciding the meaning of the target unit, together with 
an algorithm, which could be used to extract basic relation information from 
linguistic material, such as the role of the agent, the action, and the target of action. 
These relation-models, or conceptual blends, could then be compared. As things are 
now though, such a proposition is even at best a difficult undertaking, due to the 
problems of replicating human understanding of language and linguistic behaviour in 
general on computer platforms.   
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6.2 Lexico-Conceptual Findings 
To return to the first research question presented earlier in chapter 2.4, it seems that 
the most frequent concepts in company referential structures studied in this paper are 
governed by two factors:  
First, the topicality is largely dictated by the actual company actions and 
finances of the past fiscal year. The concepts falling under this category, such as 
business, affluence, owner, producer, or employer, are there to a large degree 
because Stora Enso factually is a company, engaged in business, owner of production 
equipment, and an employer. The primary purpose behind annual reports as a genre 
is to inform stakeholders of the financial situation, assets, and operations the 
company in question has, and this is naturally reflected on semantic and conceptual 
levels. 
 Second, highlighted concepts from non-business-adjacent domains seem to 
reflect public values and media attention, as suggested by earlier studies on domain 
specific business communication (Cormier, 2004; Domenec, 2012; Pollach, 2014). 
This means that concepts such as social entity, introspection, environment, CSR, or 
sustainability, are relatively frequent. The fact the company is presented as social 
entity and the verb choices implicate social actions in every Trend can be seen as a 
sign of such societal governance. 
However, this does not mean that these concepts do not contribute to the 
image management. While the company is bound by the genre conventions, what 
topics they choose to foreground and what concepts they choose to integrate in 
blends is largely up to them. Some of the topical concepts already in themselves 
carry a positive connotation within the genre, e.g. affluence. In such cases the mere 
repetition of the concept in the material can be interpreted as a case of positive 
conceptual blending. At the very least such concepts are not value neutral, as can be 
seen from their prevalence even in Trend 4, which depicts a time period from which 
no financial or legally obligated documentation was included in the corpus. One 
possible reason for the prevalence of these “hard value”-related positive concepts 
even in the later Trends might be an attempt to please the investors, or even change 
the unappreciative view the investors may have of CSR-reporting (Cho, Michelon, 
Patten and Roberts, 2015).  
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The prevalence of social concepts and actions, mostly semantically mapped 
to verbs with social meanings, is an interesting phenomenon. It can be seen partially 
as an example of the way humans as a species naturally anthropomorphise, at least 
linguistically speaking, different entities. It may however also be a deliberate 
conceptual image management strategy in which Stora Enso reconceptualises their 
place in society based on public expectations. The reported increase in CSR 
integration in corporate communication (Cho, Michelon, Patten and Roberts, 2015; 
Beattie, Dhanani and Jones, 2008; Pollach et al.; 2012; Stewart, 2003) seems to 
support this. Those stakeholders that demand discussion of social responsibility, and 
strategic decisions, would not do so if they did not conceptualise the companies as 
entities with social aspects and actions. 
  However, it needs to be acknowledged that the choice of documents in the 
corpus building phase, as well as the choice of structures searched, probably affect 
the prevalence of social entity. In a report genre, subject position and agent structures 
do not leave the widest possible range of roles open for the company. In addition, 
while the overall positivity of the most frequent concepts is similar to self-
representation reported by earlier studies (e.g. Dainelli, Bini and Giunta, 2013; 
Rutherford, 2005), it may be more highlighted in this study because of the structures 
that were chosen as the search lines. It is not unreasonable to assume that structures 
where the company is in active subject position are used for positive reporting, 
whereas object position and experiencer role are reserved for more negative topics. 
Some evidence supporting this could be seen even in the concordance lines mined 
using the NP + (ADVERB) + PREDICATE structure. 
(72) Stora Enso was dragged through the mud by the European media for among other 
things, land conflicts in China, poor working conditions in India, and questionable 
accounting practices in the Nordic countries. (Rethink-magazine, 2013) 
 The conceptual blend formed while decoding the sentence puts the 
company in the position of a powerless experiencer, who suffers through a physical 
and humiliating ordeal in the hands of the media. The blend can also incorporate 
explaining factors for the ordeal, as presented at the latter part of the clause, but the 
core NP + PREDICATE construction in itself nevertheless portrays the company 
more as a victim rather than agent engaged in the socially questionable practices 
listed.  
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As a whole, while the observed conceptual blends support the idea of 
positive reporting observed in earlier studies (chapter 2.2.3), based solely on the data 
analysed in this study no conclusions can be made about the overall positivity or 
negativity of the self-representation in the annual reports. The self-representation in 
the active structures is largely positive, as expected, but they reflect only portion of 
all the linguistic material of the annual reports. Further research is needed to 
determine whether positive concepts are also present in object structures, confirming 
the earlier studies which suggest that the narratives carry a strong “Pollyanna-effect” 
(Penrose, 2008; Rutherford, 2005), or whether they are reserved for a different type 
of image building. 
The relevance of the corporate social responsibility, CSR, in the conceptual 
blends seems to be great. It is represented both overtly, with word choices such as 
CSR, (CORPORATE) SOCIAL RESPONSIBILITY, and topically, through concepts of 
ethics, environment, sustainability, recycling, and oversight. Furthermore, it is 
present even in Trend 1, even though it becomes a major discourse topic with 
assigned separate documents later in Trend 4. This importance assigned to the topic 
by structural modularisation of Stora Enso's annual reports alone suggests that the 
company is not only aware of the importance of the topic, but they are also aware of 
the default distrust towards CSR reporting (Pollach et al.; 2012. By increasing the 
page amounts devoted to the topic, as well as using factual and to a degree formulaic 
constructions, the company legitimises the status of CSR, both for internal and 
external stakeholders. By this choice Stora Enso also frees other modules of their 
annual reporting for different aspects of company self-representation. 
In the structures analysed, the company activities relating to CSR were 
presented in proactive, voluntary, and positive manner. As stated, this may be a 
phenomenon related to the specific structures, but it is just as likely that the company 
actively avoids conceptual blends in which the relationship between CSR factors and 
Stora Enso would be interpreted as negative. This is not to suggest that the company 
hides any negativities per se, but that they are likely not foregrounded via lexico-
conceptual means and structures like the positive ones are. 
Interestingly in the light of CSR and notion of companies as social entities, 
hardly any of the concordance lines contained any concepts drawing from domain of 
war discourse, which has traditionally been considered one of the main source 
domains for business metaphors and discourse. It may be that this is a conscious 
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decision, a discourse strategy adapted to the public demand, as the expectations for 
companies have expanded to include more factors than just financial success. 
The modularisation of the annual report, a very extreme approach to 
presenting the subgenres identified by Ditlevsen (2012), alone suggests that there 
indeed is a change at the very least in the intention behind company self-
representation over time. The company clearly wants to communicate a multifaceted 
image to the world, perhaps even a different image for different audiences. The idea 
is further supported by the change in the conceptual domains utilised during different 
Trends (figure 13, p.56). This change is at least partially governed by the global 
trends of annual reports, since companies are as likely to mimic each other as regular 
people are. However, the exponentially increased page amounts and layout choices 
seem to suggest there is also conscious effort to address the different audiences and 
different issues deemed relevant for the image management. The most frequent 
concepts associated with the company stay relatively stable in each of the Trends, but 
there is a change in their frequency as well as clear differences in the focuses of the 
periods. 
When the most frequent concepts of the different Trends are compared to 
each other, an interesting pattern emerges when the context is taken into 
consideration. It seems that the nuances of the blends governed by these concepts 
change, sometimes considerably, over time. For example, the concepts oversight and 
legal refer nearly solely to financial factors and auditing in Trend 1, but start to 
change during Trend 2 to include environmental matters. In Trend 4, their point of 
reference is nearly always third-party confirmed CSR matter or behaviour. Another 
example comes from the concept of ethics, which refers to matters of gender 
diversity and equal opportunity during Trend 1 and 2, but refers nearly exclusively to 
more global values such as human rights in later Trends. Naturally also new concepts 
are introduced as time goes by, due to changes in technology and company situation 
and operating environment.  
The diachronic change in the conceptual blends can be the result of many 
things. First, certain word combinations are simply just more common in English 
than others, and thus the conceptual structures are not de facto as free to vary as they 
are in theory. In other words, the same building blocks can be and are used in 
different constructions without overt intent behind the choice. Second, it is possible 
the change in blends reflects more dynamic side of public discourse, where certain 
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topics and concepts are used because the other participants have brought them up. 
This too carries no implications of intentionality in the conceptual blends which 
incorporate the company. Third, it is also possible that the change is motivated by 
desire to reconceptualise the company through blends. It is possible that the change 
is then carried out deliberately mixing old concepts with ones that better correspond 
with the new expectations for the company. In such a case the identity building 
consists of purposefully reshaping aspects of the old identity, instead of abandoning 
it and starting anew. This approach could be a sign of a communicative strategy 
meant to create and maintain company legitimacy, especially in those cases where 
the company actions have been challenged (Yuthas, Rogers and Dillard, 2002). It is 
also possible that the mixing is more accidental, analogous to individuals grounding 
the new concepts to systematic correlates of their experience (chapter 2.1.2.1). 
Naturally it is also quite possible, even probable, that all three of these factors affect 
the conceptual blending in the company self-representation. 
As a whole, the evidence of this study can be seen to support a conscious 
model of conceptual image management. Furthermore, the general genre 
developments reported by earlier studies (chapter 2.2), such as increased CSR and 
values communication, are reflected on the lexical and structural level of the texts. It 
seems that the conceptual blends in the studied structures are focused and purposeful, 
with positive connotations, but they do not draw on small number of specific 
domains. The annual report subgenre in question seems to affect the concepts used, 
both their information content as well as frequency, with higher frequencies with 
more formulaic types. While the most frequent concepts and the conceptual blends 
have many CSR issues foregrounded, such as environment, ethics, or sustainability, 
the documents are also used to communicate a more traditional view on business, 
such as financial robustness. This suggests that despite the changing and pluralistic 
purpose of annual report as a genre, the primary purpose of communicating the 
relevant information to investors is still a dominant one. 
7 Conclusion 
The purpose of this study was to find out what kind of conceptual image 
management can be found in the annual reports of Stora Enso. In order to study this, 
the company referential structures in the annual reports were chosen as the focus of 
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the research. Furthermore, the aim was also to find out whether corporate social 
responsibility was integrated in the image management and self-representation, and 
whether changes in the genre of annual reports reported by earlier studies was 
perceivable on conceptual level. 
In order to find this out, the relevant narrative portions of the annual reports 
were compiled to a corpus of over 700,000 words, which was then annotated with 
parts-of-speech tags and datamined with regular expression searches in order to 
uncover the relevant structures and concordance lines. 
The analysis of the structures shows that there is evidence of image 
management through lexico-conceptual choices and conceptual blends consistently 
throughout the annual reports. In addition, social responsibility was a major concept 
domain in the structures studied, with increasing importance and frequencies towards 
later periods, as could be expected based on earlier research. 
Furthermore, whilst not without its weaknesses, it seems that lexico-
conceptual approach together with corpus methods may yield some new insights into 
diachronic social change in linguistic materials. In addition, linking semantic 
information to more general cognitive processing models may offer new perspectives 
to discourse studies in terms of effectiveness of different discourse strategies. 
However, in order to test this, the approach needs to be developed into a more 
systematic direction, and the proportion of manual analysis should be decreased if 
the approach is to be applied to larger and more generalised material. 
Based on the results of the study, it seems that it would be fruitful to further 
look into co-occurrence of concepts, in order to identify the specific blends and the 
possible trajectories of conceptual change. The proposed vital relations of conceptual 
blends also seem worthwhile to pursue in linguistic material in future research, since 
they seem to correspond to a large degree to functions proposed in traditional 
grammar theories. Last, it would be interesting to look at the annual reports of other 
companies, to see whether the observed trends are company specific, or more related 
to the time period in question and thus the general trends of the annual report as a 
genre. 
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Appendix 
Table 6. All annual report documents per year. 
Documents / Year 99 00 01 02 03 04 05 06 07 08 09 10 11 12 13 14 
Annual Report x x x x x x x x x x x 
     
Financial 
Statements   x x x x x x x x x x x x x x 
Financial 
Performance           x      
Financial Report 
           
x x x x x 
Corporate 
Governance Report           x x x x x x 
Corporate 
Governance Policy               x  
Corporate 
Governance 
Statement               
x 
 
Global 
Responsibility 
Report              
x x x 
Board of Directors 
             
x x x 
Group Companies 
             
x x 
 
Rethink-magazine 
           
x x x x 
 
Facts and Figures 
             
x 
  
Progress Book 
               
x 
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Example of Trend 1 page layout. Stora Enso Annual Report 2000. 
 
Example of Trend 2 layout. Stora Enso Annual Report 2005. 
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Example of Trend 3 layout. Stora Enso Annual Report 2007. 
 
Example of Trend 4 layout. Stora Enso Rethink-magazine 2011. 
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Table 7.All conceptual tags, raw frequencies, and examples.  
RANKIN
G 
CONCEPTUAL 
TAG 
Trend 
1 
Trend 
2 
Trend 
3 
Trend 
4 
TOTA
L 
Prototypical word / 
construct 
1 social entity 51 79 155 323 608 responded; announced 
2 business 61 97 161 214 533 value; business 
3 affluence 93 122 132 181 528 pay; acquire 
4 global 11 49 58 251 369 local areas; global 
5 producer 22 69 111 157 359 produce; product; material 
6 planner 31 45 73 192 341 plan; strategy 
7 introspection 16 19 68 207 310 feel; believe 
8 oversight 11 41 63 171 286 evaluate; report; survey 
9 legal 23 40 77 130 270 certificate 
10 goal 19 50 60 139 268 goal; strive 
11 helper 9 51 56 137 253 promote; serve; offer 
12 environment 6 26 46 161 239 environment; forest 
13 reformer 2 21 36 155 214 rethink; enhance 
14 employer 17 32 41 112 202 employ; staff; employee 
15 partner 8 23 38 114 183 partner; participate; with 
16 owner 18 36 42 84 180 own 
17 ethics 3 16 21 115 155 ethics; values 
18 power 20 14 49 62 145 require; demand 
19 dialogue 9 22 10 98 139 dialogue; feedback 
20 robust 9 33 24 57 123 expand; largest; number one 
21 CSR 2 19 11 87 119 
social responsibility; 
responsibility 
22 receiver 12 15 41 45 113 receive; rewarded 
23 sustainability 2 16 34 59 111 sustainability; renewable 
24 worker 1 7 23 77 108 work 
25 success 12 14 19 62 107 achieve; succeed 
26 active change 4 9 11 81 105 transform; change 
27 researcher 3 19 30 53 105 research 
28 obligation 3 16 27 56 102 follow; target; committed 
29 journey 6 15 22 47 90 journey; take steps 
30 leader 3 22 9 55 89 introduce; first; lead 
31 creator 1 19 6 49 75 create 
32 organisation 9 17 10 29 65 organisation 
33 builder 6 10 14 34 64 build 
34 management 7 25 15 16 63 manage 
35 developer 8 16 12 25 61 develop 
36 social group 2 4 11 38 55 team spirit; we are all 
37 climate change 24 29 53 
carbon emission; climate 
change 
38 lack of power 5 2 16 28 51 cannot; can not; had to 
39 protector 1 13 36 50 preserve; protect 
40 follower 9 13 9 16 47 follow 
41 conflict 1 18 21 40 conflict 
42 actor 3 10 22 35 operate 
75 
 
 
43 searcher 1 1 9 24 35 search 
44 safety 1 1 28 30 safety 
45 starter 1 3 7 17 28 start; launch 
46 energy 2 1 5 19 27 energy; bioenergy 
47 learner 2 25 27 learn 
48 recycling 7 19 26 recycle 
49 teacher 2 3 21 26 develop learning tool; train 
50 technology 3 6 14 23 technology 
51 water 3 14 17 water 
52 history 2 1 2 12 17 tradition; history 
53 transparency 4 1 1 9 15 transparent 
54 pollution 11 11 pollution; toxin 
55 knowledge 4 2 4 10 knowledge 
56 negative 10 10 do not 
57 passive change 1 1 2 5 9 in middle of transformation 
58 traveller 8 8 move towards 
59 difficulty 7 7 challenge; difficulty 
60 winner 6 6 achieve; win 
61 decision 5 5 decide 
62 game 2 3 5 player 
63 stop 5 5 stop 
64 information 5 5 information 
65 competitor 1 3 4 competitor 
66 explorer 4 4 entering new 
67 firing 4 4 lay off; fire 
68 user 4 4 use 
69 diversity 1 3 4 diverse; diversity 
70 gender 4 4 gender; female 
71 attention 3 3 focus 
72 recycle 3 3 recycle 
73 close 2 2 close; shut down 
74 dream 2 2 dream 
75 invest 2 2 invest 
76 skill 2 2 skill; talent 
77 understanding 2 2 understand 
78 challenge 2 2 challenge 
79 healer 2 2 heal 
80 investor 2 2 invest 
81 issues 2 2 issue 
82 media 2 2 media; journalist 
83 politics 2 2 political 
84 action 1 1 action 
85 competence 1 1 competence 
86 designer 1 1 design 
87 evaluation 1 1 evaluate 
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88 giver 1 1 return land 
89 guilty 1 1 guilty 
90 need 1 1 need 
91 novel 1 1 novel 
92 physical entity 1 1 hiccups 
93 positive action 1 1 special effort 
94 publisher 1 1 publish 
95 scandal 1 1 scandal 
96 violation 1 1 violate 
97 abandoned 1 1 abandon 
98 best 1 1 best 
99 future 1 1 future 
100 growth 1 1 growing 
101 legal  1 1 certificate 
102 moving 1 1 moving 
103 negotiation 1 1 negotiate 
104 opportunity 1 1 opportunity 
107 player 1 1 player 
108 problem 1 1 problem 
109 problem solver 1 1 solve; overcome 
110 pure 1 1 purified 
111 reaction 1 1 react 
112 respect 1 1 respect 
113 responsibility 1 1 responsible 
114 student 1 1 lesson 
115 suitability 1 1 suitable 
116 TV 1 1 TV 
117 victim 1 1 was targeted 
118 clarification 1 1 set record straight 
119 conserver 1 1 conserve 
120 death 1 1 fatality 
121 exceeding 1 1 more than 
122 expand 1 1 expand 
123 human rights 1 1 human rights 
124 image 1 1 image 
125 innovation 1 1 innovation 
126 openness 1 1 open 
127 planting 1 1 plant 
128 risk 1 1 risk 
129 solver 1 1 solve 
130 support 1 1 support 
131 talent 1 1 talent 
132 unethical 1 1 unethical 
133 volunteer 1 1 voluntary 
134 wood 1 1 wood 
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TOTAL 556 1155 1763 4392 7866 
 
